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ABSTRACT 
 
This study aimed to provide South African advertising professionals with insights into 
the current state of online and mobile advertising in South Africa, highlighting areas 
in which this sector of the industry can develop in order for professionals to 
perpetuate successful and innovative use of the mediums available to them and their 
clients. 
 
The study draws on literature from the fields of traditional advertising, digital 
advertising and new media. Research on the South African digital advertising climate 
is not as readily available as that of international studies based in the United States 
of America and the United Kingdom. The study therefore used two data collection 
methods namely, telephonic semi-structured interviews with advertising 
professionals employed within the South African advertising and marketing industries 
as well as an electronic survey also aimed at advertising professionals employed 
within the South African advertising and marketing industries. The data collected 
aims to provide an insight into the professional opinions and feelings of these 
professionals as to how the South Africa digital advertising landscape is perceived, 
how it compares to its international counterparts and whether online and mobile 
technologies have had an impact on the South African advertising industry in terms 
of ad-spend not only on digital but on traditional advertising. The data from both the 
semi-structured interviews and survey were analysed in terms of the aforementioned 
aspects and correlations were found between the qualitative and quantitative data. 
Five advertising professionals from various agencies from around South Africa were 
interviewed telephonically while 27 advertising professionals attempted the electronic 
survey with 21 completing the survey. 
 
The study found that advertisers acknowledge that online and mobile technologies 
have had an impact on the South African advertising industry as digital advertising is 
now seen as an important fixture within the advertising industry and is considered to 
now be as important as traditional advertising.  
 
However, although advertising professionals acknowledge this importance, the 
medium is still underutilised due to a number of determining factors. These factors 
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include insufficient knowledge in the field of digital advertising by advertisers and 
clients as clients are still unwilling to allocate similar levels of ad-spend to digital as 
they would to traditional advertising, this despite a notable increase in digital ad-
spend. Traditional advertising still dominates ad-spend and advertisers are of the 
opinion that despite the growth of digital media, this trend will remain prevalent in 
South Africa which continues to trail behind its international counterparts.  
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CHAPTER 1: INTRODUCTION TO THE RESEARCH 
 
1.1  Introduction 
According to the Association of Advertising Agents (AAA), “brands obtain their value 
from the perceptions that consumers have of them,” (Sinclair 1997: 1). 
 
Consumers gain these perceptions by the outward images of these brands that are 
actively directed towards consumers in the form of advertising. Advertising therefore 
plays a pivotal role in the successful promotion and selling of a particular brand or 
product.  
 
Vilanilam and Varghese (2004) define advertising as an organised method of 
communicating information about a product of service which a company or individual 
wants to sell to the people. It is a paid announcement that is conveyed through 
words, pictures, music and action in a medium which is used by the prospective 
buyers.  
 
Advertising not only promotes a brand by encouraging consumers to purchase the 
brand, but also keeps the brand current and prominent by constantly placing it in the 
consciences of consumers. A saturation of advertising could cause consumers to 
ignore or block out advertising, however, this constant bombardment may have a 
subconscious impact on consumers. In this way advertising has the ability to keep 
brands relevant. This is argued by Mela, Gupta and Lehmann (1997) in that “the long 
term effect of advertising (or promotion) is the cumulative effect on consumers‟ brand 
choice behaviour, lasting over several years,” (Mela, Gupta, Lehmann, 1997:249). 
 
The growth of internet and more prominently, mobile penetration in South Africa has 
caused brands to shift the traditional methods of advertising in order to reach this 
ever increasing market segment. This notion is highlighted by Gretzel, Yuan and 
Fesenmaier (2000). 
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“The emergence of the Internet has already led to changes in the structure of the 
advertising industry and more profound changes are still on their way,” (Gretzel, 
Yuan and Fesenmaier. 2000: 146). 
 
The level of mobile penetration in South Africa is not only exceedingly high but also 
continues to increase at a rapid rate. According to the South African Advertising 
Research Foundation (SAARF), the mobile penetration amongst the adult population 
is 76.3% as of December 2010. This is compared to 41.5% in September 2005.  
 
Internet penetration in South Africa does indicate an increasing curve but not to the 
extent seen in the mobile platform. Internet usage amongst the adult population is 
18% as of December 2010 as compared to 8.3% in November 2007. (SAARF 2011) 
 
The regularity of online advertising has subsequently increased with the increase in 
online penetration. Online advertising is also viable when the most frequent internet 
uses are taken into account. According to SAARF (2011) the internet in South Africa 
was used most frequently for online searches (12%), emailing (10.7%), research 
(9.3%) and social networking (8%). Advertisers can therefore concentrate their reach 
within these areas of the online platform.  
 
Even though the statistics indicate the level of usage for both mobile and online as 
independent entities, mobile technology is now capable of merging the two as mobile 
phones possess internet capabilities. This could possibly allow advertisers to target 
both platforms and achieve more extensive reach. 
 
Profile of SA’s Internet Users: August 2009 
Sex: Male: 58% | Female: 42% 
Age:  18-29:  31% | 30-39: 29% 
Education: Degree: 36% | Post Graduate Degree: 16% 
Income: 19% (Household income > R400k)  
Source: Nielsens//Netratings July 2009 
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 Advertising also has the ability to influence product pricing. “Critics of advertising  maintain 
 that advertising increases the product cost and that consumers pay extra for meeting the 
 charges paid by the advertiser. The advertiser tells critics that advertising is essentially 
 communication of information about the products and that the more they are advertised, the 
 greater will be their demand (Vilanilam and Varghese 2004: ix). 
 
MORE DEMAND             MORE PRODUCTION             MORE GOODS            
MORE BUYERS             LESS PRICE 
 
(Vilanilam and Varghese 2004) 
 
As mobile technology advances and mobile and internet penetration continues to 
show growth in the South African market, as seen in the aforementioned statistics, it 
is unclear as to what extent if at all, this growth has affected traditional, above-the-
line advertising in South Africa. It remains to be seen as to how advertising spend is 
currently distributed in the current financial and technological climate as compared to 
previous years.   
 
1.2  The role and evolution of advertising  
 
As advertising has become so commonplace in society it can be assumed that it is 
there for a specific reason – to drive sales, increase profits or strengthen a brand. 
Jones (1998) lists three assumptions related to advertising. 
 
The first assumption relates to the desired outcome of advertising, namely 
purchasing. This is that advertising converts users of one particular brand to users of 
the brand being advertised. The second assumption relates to the advertising 
communication process whereby consumers are perceived as passive receivers of 
information. The third assumption relates to models of advertising which is perceived 
as logical and step-by-step. This notion assumes that advertising models imply that 
advertising, by means of a logical progression or sequence of events, persuade 
rational consumers to perform the desired action of purchasing the product being 
advertised, (Adapted from Jones. 1998: 13-14). 
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The function of advertising in the business landscape can be seen to be a pertinent 
one in light of the volume of advertising that the consumer is exposed to on a daily 
basis. Companies therefore seem to place a prominent level of significance on 
advertising and marketing in their attempts to market products, drive sales or 
strengthen brands. Companies and manufacturers therefore employ various 
advertising methods and strategies in order to achieve the desired outcomes. 
Strategies such as vertical co-op advertising are only one of numerous methods 
used by businesses to advertise and market their products. 
 
“Vertical co-op advertising is an interactive relationship between a manufacturer and 
a retailer in which the retailer initiates and implements a local advertisement and the 
manufacturer pays part of the cost. It is often used in consumer goods industries and 
plays a significant role in marketing strategy for many companies,” (Huang, Li. 2001: 
523). 
 
The various advertising strategies employed by advertising agencies and companies 
are designed to influence the consumers‟ purchasing behaviour and thought 
processes. Huang and Li (2001) go on to explain the link between the retailer and 
the manufacturer in co-op advertising. 
 
“The manufacturer‟s national advertising is intended to influence potential consumers 
to consider its brand and to help develop brand knowledge and preference. 
Retailer‟s local advertising is to stimulate consumers‟ buying behaviour. With the 
passage of time, it brings potential consumers to the stage of desire and action and 
gives an immediate reason to buy,” (Huang, Li. 2001: 523). 
 
This notion touches on the AIDA advertising model which will be explored in more 
detail later in this study. The notion has also been argued against and relates to 
Timothy Joyce‟s aforementioned assumptions as seen in Jones (1998). 
 
“There is a continuous tug-of-war between perception of advertising and brand 
attitudes, and between brand attitudes and behaviour. Further, advertising can affect 
behaviour “directly” without affecting attitudes as an intermediate variable in any 
measurable sense,” (Jones. 1998: 15). 
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Advertisers have therefore had to adapt their methods in accordance with changes in 
the consumer market in order to achieve the desired results. This is seen as an 
imperative step in the advertising process as together with the role of research, helps 
inform advertisers of current, optimum methods of getting their messages across to 
consumers. Cappo (2003) highlights this notion in his view of the importance placed 
on television advertising and how advertisers have had to adapt their use of the 
medium to the consumer behaviour and trends. 
 
 “The only way you can achieve [depth of product sales] is with broad-reach television, which 
 is why we spend almost 90% of [their] $3 billion advertising budget on TV, and why we 
 simply must preserve our ability to use television as our principal advertising medium.... The 
 most important change by far, is that people will become more program-driven and less 
 channel-driven. What that means is we may lose access to broad segments of our audiences 
 because program-driven viewers will no longer stay tuned to a particular channel. In fact they 
 may not even stay tuned to ad-supported programming at all.” (Cappo. 2003: 166) 
 
This adaptation of the medium is not isolated to television only. Change is inevitable 
and this requires media users and advertisers to adapt and optimise their usage of 
these developing mediums. Such is the importance of targeting the most prime 
mediums in advertising that advertisers have had to closely monitor developments in 
the technological sector which has paved the way for advertisers to reach a digital 
audience.  As Cappo (2003) noted, “it didn‟t take traditional media long to recognise 
the potential that the Internet offered to enhance their basic product.” 
 
This adaptation is not only necessary due to changes in consumer behaviour but 
also because of consumer perceptions of advertising. Chen, Ho and Liang (2004) 
indicate that “television ads often have a higher degree of irritation than radio ads, 
which are less irritating because radio programs usually serve as background 
music.”  
 
“Within only a few years after the World Wide Web became operable in 1994, 
thousands of radio and television stations, magazines and newspapers , cable 
networks and publishing companies were setting up their own websites,” (Cappo. 
2003: 173). 
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This has since become the platform for advertisers to increase and streamline their 
audience reach. Advertisers now aim to target specific target audiences by bringing 
their interests directly to them. 
 
1.3  The rise of online and mobile technologies  
 
“The Internet (Net) industry is experiencing extraordinary growth. It and more 
particularly the World Wide Web (Web), appears to be an ideal medium for 
businesses attempting to promote themselves and their wares. Local businessmen 
and managers are beginning to recognise the value of the web for both local and 
global communications and marketing tools,” (Ngai. 2004: 1) 
 
Together with the internet, mobile telecommunications technology has become a 
medium for promotion. Mobile technology is not a new concept as it has been 
around for an extensive period, even predating the mainstream implementation of 
the internet. However, as with digital technology in general, mobile technology has 
made significant advancements in recent times.  
 
This advancement in mobile technology, as with the internet, has brought about a 
shift in mindset of marketers and advertisers as mobile technology is now able to 
connect people to the internet from virtually any location. As marketers and 
advertisers continually strive to streamline their target audience, a move to mobile 
advertising now makes this possible even when the target audience does not have 
immediate access to the online environment, i.e. desktop or laptop computers. 
 
Chen, Ho and Liang (2004) infer that “the rapid proliferation of mobile phones and 
other mobile devices has created a new channel for marketing. The use of Short 
Messaging Service to access customers through their handheld devices is gaining 
popularity, making the mobile phone the ultimate medium for one-to-one marketing.”  
 
Mobile technology uses services such as the aforementioned Short Messaging 
Service but with the development in the technology, now also readily makes use of 
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online capabilities. The specific methods of mobile advertising will be discussed in 
more detail in Chapter 2. 
 
The internet has therefore presented a plethora of opportunities for marketers and 
advertisers to exploit which has led to the increase in online advertising. Online 
advertising offers advertisers the opportunity to engage consumers in a new way by 
actively involving the consumer. This is one of the advantages of the interactive 
nature of the online environment. This may be limited, to a certain extent, when 
accessing the internet via mobile devices but the principle remains the same.  
 
“Because of the interactive nature of the Internet, some surveys report that 
respondents viewed Internet advertising as more informative and trustworthy than a 
demographically similar sample found in general advertising,” (Chen, Ho and Liang. 
2004: 67). 
 
The unique appeal of online advertisements is that they are non-intrusive or 
interruptive as is the case with television advertising in particular. They are driven by 
the choices of online users. “Visitors can choose to view the ads at their own pace, 
or click through them if they are immediately aroused by the ads and want to learn 
more or act upon them,” (Ha. 2003:32). 
 
In this way people will view adverts if they are of particular interest to the consumer 
which, through research, will allow advertisers to target specific consumers based on 
which websites they choose to advertise.  
 
Advertising in general has always been an important part of business with budgets 
dedicated solely to the purpose of advertising and marketing. With the advent of the 
internet business progression dictated that portions of these budgets would be 
allocated to online advertising. Hollis and Brown reiterate this notion in highlighting 
the growth of online advertising expenditure in the USA. 
 
 “Online advertising spending grew dramatically from a small base in 1996, and by 2000 online 
 advertising spending in the United States had grown to $8.2 billion (IAB, 2000). These boom 
 years were characterized by experimentation and the rise and fall of a plethora of new online 
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 companies and advertising formats. Much of the advertising and research was conducted by 
 dot-com companies promoting their own services. During this time the debate continued over 
 whether online advertising built brands or drove direct response.” (Hollis, Brown. 2005: 1) 
 
Wang et al. (2002) acknowledge the capabilities of the internet and online 
technologies and the potential impact on the advertising industry or rather the way in 
which advertising is being employed. “The Internet has become a proven medium for 
advertising and has become a viable alternative to traditional media such as 
television and billboards. Of interest is the continuing and steady rise of online traffic 
well after the subsiding of enthusiasm associated with the dot-com craze,” (Wang, 
Zhang, Choi, D‟Eredita. 2002: 1143). 
 
Online advertising has thus proved to be more than simply a passing trend as it is 
evident in most aspects of the online environment. As highlighted by Wang et al 
(2002) online advertising continued to manifest itself long after the initial “dot-com 
craze.” As online technology has become more sophisticated, so too has the online 
advertising methods used by advertisers. The medium therefore allows for lateral 
thinking and innovation to be exploited by creative advertisers. This is imperative to 
keep abreast with the changing technological landscape and the trends and 
behaviours of consumers.  
 
1.4  Justification and significance of the study 
 
Numerous studies on the financial impact of online advertising have been carried out 
in international economies specifically the United States of America and the United 
Kingdom. These studies have been able to quantify the financial impacts that online 
advertising has had on the traditional advertising industry. This could be primarily 
due to the level of internet and mobile internet penetration in these first-world 
economies. 
 
South Africa possesses a completely different online climate with a relatively low 
internet penetration and high mobile penetration as discussed earlier in this chapter. 
Thus the South African advertising industry could function differently to its first-world 
nation counterparts. 
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This study will therefore be of use to the South African advertising industry in 
highlighting the perceived importance of online and mobile advertising in the South 
African landscape in terms of ad-spend by advertising agencies and their clients. 
This could be beneficial to the industry in terms of the planning of budget allocation 
to online and mobile advertising and which medium is the viewed as the most 
profitable or impactful in the South African advertising landscape. 
 
1.5  Problem statement 
 
What effect has the growth of the online and mobile platform had on advertising 
across traditional mediums in the South African context?  
 
1.6  Research Aim 
 
To determine whether the growth of online and mobile advertising has had an impact 
on traditional forms of advertising in South Africa in terms of ad-spend.  
 
1.7  Research objectives 
 
 To identify South African mobile and online advertising trends  
 To determine which medium is showing the fastest growth / fastest decline in 
terms of ad-spend and the possible reasons thereof. 
 
1.8  Research design and methods 
 
The research in this study employed a mixed-methods approach using both 
qualitative and quantitative research methods. The primary data for this study was 
obtained primarily through qualitative methods in the form of semi-structured 
interviews with advertising and marketing professionals from various South African 
advertising agencies with secondary data obtained from quantitative research in the 
form of an electronic survey gauging advertising trends in terms of ad-spend and the 
perceived importance of online and mobile advertising in South Africa. The study 
therefore employed a mixed-methods approach in order for the subsequent data to 
supplement each other for the purpose of drawing a more extensive conclusion 
based on the findings and the correlations between the different data collected. 
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A more detailed description of the research design and methods applied in this study 
can be found in Chapter 3 of this study. 
 
1.9  Delimitations of the study 
 
“If one reviews advertising strategy and management texts over the past three 
decades, one barely finds mention of the economics of advertising and only 
occasional references to the effects of economic fluctuations on expenditures,” 
(Picard. 2001: 3). 
 
This study attempts to delve into the financial implications on the South African 
advertising industry as a result of online and mobile technologies and the 
subsequent advertising methods. 
 
Furthermore, since the basis of the study deals less with the actual methods 
employed by advertisers and more the finances involved in so doing, advertisers and 
marketers could be less willing to divulge information they deem sensitive.  
 
Current research on advertising expenditure is common in developed nations such 
as the United States of America and Great Britain often dating back from the boom 
years of advertising to the present. The South African advertising industry is still in 
relevant infancy when compared to its more developed counterparts. South Africa‟s 
relative lag in the penetration of the internet and online technologies also means that 
literature on the subject matter is limited somewhat.  
 
The primary research instrument, the semi-structured interview with South Africa 
advertisers and marketers is designed to work in conjunction with a quantitative 
survey although there is a chance that the information or views of participants from 
the two methods could be contradictory.  
 
Although the basic findings in the USA and United Kingdom can be tentatively 
compared to the South African landscape, the research seeks to distinguish the 
differences between them. 
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1.10  Conclusion 
 
The technical aspects of the internet, online and mobile technologies form the basis 
of new media and online advertising.  
 
The following chapter delves into the advertising industry as a whole while placing 
particular emphasis on the South Africa advertising landscape. The chapter touches 
on traditional advertising models and how they could be applied to the online 
environment.  
 
A more detailed look into online and mobile advertising methods is taken focusing on 
how these methods fit into the traditional advertising models. 
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CHAPTER 2: ADVERTISING AND THE CHANGING MEDIA LANDSCAPE 
 
 
2.1 Introduction 
 
The following chapter is centred on the progression of the advertising landscape and 
how it has evolved with the development of the subsequent technologies that provide 
mediums for the practice of advertising. As will be highlighted through the literature 
analysed, advertising‟s digital journey differs from country to country and the digital 
and technological trends tend to inform the general direction in which the advertising 
industry leans towards. 
 
By looking extensively at the available literature in the field of advertising and digital 
marketing, the chapter covers the general concept of advertising, advertising during 
financial recession and traditional models of advertising. 
 
Due to this study attempting to investigate the financial trends in advertising, this 
chapter also addresses movement in the advertising industry during financial 
recession. The chapter will also delve into traditional advertising models, looking at 
hierarchical models in particular. 
 
With the focus of the study based on online and mobile technologies that influence 
and inform the current advertising landscape, the various forms of advertising over 
the two platforms, namely online and mobile will be discussed in the following 
chapter.   
 
2.2  Advertising: Defining the concept 
 
“Because disciplines and practices change over time, definitions may require 
revision. As a practice, advertising has changed radically over the years, thanks to 
new techniques and technologies,” (Richards and Curren: 2002: 65). 
 
McCarthy & Perreault, (1997) define advertising as “paid, non-personal 
communication via different media. A “sponsor” is identified in the ad as having paid 
for it,” (McCarthy & Perreault. 1997: 356). 
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The definition of the term has taken many forms during the development of the 
concept of advertising and will continue to adapt and change as the mediums and 
processes informing the practise continue to change and develop.  
 
Another definition from Bovee (1992) is very similar but goes into slightly more detail 
with regards to sponsorship of advertising. "Advertising is the non-personal 
communication of information usually paid for and usually persuasive in nature about 
products, services or ideas by identified sponsors through the various 
media,"(Bovee: 1992: 7) 
 
When analysing the definition, the key concepts identified are:  
 Non-personal 
 Communication 
 Information  
 Paid for 
 Persuasive 
 Products, services or ideas  
 Identified sponsors  
 Media 
 
 Non-personal 
 The main purpose of advertising is to drive sales. Selling can therefore be 
 personal such as a salesperson promoting a product to a customer in a direct, 
 face-to-face method. Advertising is non-personal as it is broadcast via a 
 broad-spectrum medium to its target audience without any personal influence.   
 
 Communication 
 Du Plooy-Cilliers and Olivier (2000) define communication as “a functional, 
 dynamic and transactional process whereby two or more individuals 
 deliberately try to share meaning and to promote understanding by sending 
 and interpreting verbal and non-verbal messages,” (Du Plooy-Cilliers, Olivier. 
 2000: 7). 
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 The key point in this definition within the advertising context is „functional‟ as 
 advertising is communicated to a target audience for specific purpose or 
 function. Usually to elicit an action from the target audience which is 
 commonly for the target audience to purchase what is being advertised. 
 
 Information  
 In the advertising context, information is essentially the message that the 
 advertisement is attempting to convey to its target audience. 
 
 Du Plooy-Cilliers and Olivier (2000) define a message as “meaning 
 transferred through verbal utterances and non-verbal behaviours,” (Du Plooy-
 Cilliers, Olivier. 2000: 11). As previously stated, advertising is non-personal 
 essentially meaning that this definition does not entirely encompass the term 
 in the general advertising context.  
 
 Advertisements do however convey a message or information, but not in a 
 personal capacity. The message is usually whatever product or service the 
 advertisement is promoting. 
 
 Paid for 
 Unlike public relations which use below-the-line strategies to achieve publicity, 
 advertising is generally more above-the-line and is usually always paid for by 
 the company whose product or service is being advertised.  
 
 Persuasive  
 To a degree the persuasive nature is what makes advertising what it is. If 
 advertising was not persuasive it would essentially be a money-wasting 
 exercise as it needs to persuade target audiences to elicit the desired action, 
 which ultimately leads to sales.  
 
 Products, services or ideas 
 This is essentially what is being advertised. What the advertisement is based 
 on. 
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 Identified sponsors 
 Advertisements are not anonymous. The company advertising wants the 
 target audience to know who and what is being advertised in order to 
 differentiate it from competitors. 
 
 Media 
 Media is the channels or medium through which the message is 
 communicated to the target audience.  
 
 Du Plooy-Cilliers and Olivier (2000) define channel as “the physical means by 
 which the message is transmitted between people,” (Du Plooy-Cilliers, Olivier. 
 2000: 15). 
 
2.3 Advertising during a recession 
 
During recessional times various sectors of the market are affected leading to 
changes being made in business practises. It is the common assumption that the 
first sectors to be financially affected are advertising, marketing and public relations 
in terms of restricting of the respective budgets. Various studies have been 
conducted on the viability of increased or sustained advertising and marketing efforts 
during a recession. Srinivasan and Lilien (2009) support this notion. 
 
 “Business downturns or recessions are recurring events in major world economies. While a 
 recession may be triggered by events in a single sector, its effects are usually widespread, 
 affecting the performance of firms across economic sectors. Recessions, which, by definition, 
 entail a significant contraction in market demand for goods and services, generally lower 
 sales, cash flows and profits,” (Srinivasan and Lilien. 2009: 1). 
 
In a study by Picard (2001) the question was asked “whether recessions and 
advertising expenditures were related and whether advertising expenditures for 
different media are affected differently by economic downturns. The answers to both 
questions are affirmative,” (Picard. 2001: 12). 
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He concludes that, “significant declines in advertising spending were found during 
the recessions studied and print media were more affected than electronic media in 
those recessions,” (Picard. 2001: 12). 
 
Srinivasan and Lilien (2009) acknowledge that ,“in a recessionary environment, most 
firms‟ instinctive response is to cut back franchise building investments, R&D and 
marketing (especially advertising), to conserve scarce cash resources.” (2009: 1) 
 
In recessions, some firms view advertising as something that can be postponed or 
as a dispensable luxury. (Srinivasan and Lilien. 2009: 2). 
 
Some authors however, have varied opinions on the subject. Although the financial 
implications are highlighted especially in relation to the advertising industry, 
researchers such as Frankenberger and Graham (2004), feel advertising should not 
be halted or restricted during recessionary periods and could instead be more 
effective during such times. 
 
In studies conducted by Frankenberger and Graham (2004) for the American 
Association of Advertising Agencies (AAAA), it was deduced that “advertising 
creates a firm asset by contributing to financial performance for up to three years in 
the future. Further, increasing spending on advertising during a recession leads to 
benefits that exceed the benefits of increasing advertising during non-recessionary 
times,” (Frankenberger, Graham. 2004: 10). 
 
Frankenberger and Graham (2004) conclude that “firms should support advertising 
budgets whenever possible, as advertising in general translates to an asset that is 
valued by stock market participants. For firms experiencing soft economies in the 
consumer and industrial products industries, it makes sense to increase budgets 
during a recession to realise an incremental gain in financial performance.” 
 
This divide in opinion is directed towards the American economy and advertising 
industry. As such, similar literature with specific focus on the South African 
advertising industry is not as readily available or widespread. However, these studies 
conducted in the American advertising landscape does give valuable insight into 
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trends that might emerge or have emerged in the South African advertising 
landscape.   
 
Advertising is an ongoing, planned activity and continues even during a recession. 
With the finances involved in advertising it is reasonable to assume that advertising 
efforts are planned and are coordinated according to specific plans and models.  
 
Advertising models represent a common view on the practises of advertising by 
advertisers and their clients. These models have been adapted and perfected over 
time as the industry developed. In the case of online and mobile advertising, 
traditional advertising models could still be prevalent although a space for models 
relating specifically to online and mobile advertising could emerge. 
 
Online and mobile advertising makes use of different elements not readily associated 
with traditional advertising but at its basic level, online and mobile advertising is 
essentially still advertising, therefore for the purpose of this study, understanding 
traditional advertising models is imperative to advertisers moving forward with online 
and mobile advertising. The following section looks at traditional models of 
advertising. 
 
2.3  Traditional advertising models 
 
As with many other aspects of the business environment, advertising is also 
traditionally based on various models. This stands to reason as there needs to be 
some form of structure based upon research that informs how advertising is 
employed and utilised. 
 
At the very basis of advertising is the advertising process or more simply stated as 
the way advertising works. This is illustrated by Vakratsas and Ambler (1999) in 
figure 1. 
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Figure 1. How Advertising works (Vakratsas and Ambler. 1999: 26) 
 
The figure highlights the natural progression of the advertising process from what is 
being advertised through to the desired action by the consumer. The end goal of 
advertising is perpetuated by this process or natural progression. Although figure 1 
illustrates what the advertising process entails, this is essentially the end product and 
not the entire process from conceptualisation to completion, nor does this highlight 
any semblance of an adopted advertising model. 
 
“Although many models have been built, they frequently contradict each other and 
considerable doubt exists as to which models best represent advertising processes,” 
(Little. 1979: 1). 
 
One of the earliest models, the hierarchy-of-advertising-effects model is concerned 
with measurement of effects as emphasised by Weilbacher (2001). 
 
“The marketing literature continues to embrace the hierarchy-of-advertising-effects 
formulation as a basis for measuring the effects of advertising,” (Weilbacher. 2001: 
3). He does however go on to acknowledge that the hierarchy-of-advertising-effects 
model does little to give justifiable evidence that suggests that all aspects of the 
advertising process can be measured. 
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 “In spite of the enthusiasm with which the marketing community has embraced the hierarchy-
 of-advertising-effects explanation of how advertising works, there is still no specific evidence 
 that the consumer research measurements implied by the specifics of the model like brand 
 awareness, brand feature awareness, brand preference, and intention-to-buy specific brands 
 actually do reflect the way that advertising works or its specific effects in moving consumers 
 toward purchase action,” (Weilbacher. 2001: 3).   
 
Jones (1998: 14) highlights the notion of a set of assumptions with regards to 
advertising. One of the assumptions relates directly to advertising models. He states 
that: “models described variously as step-by-step, hierarchical, or transmissional – 
all, in any event, implying a rational consumer being moved by advertising through a 
sequence of steps to purchase of the product.”  
 
One of the most widespread and common models of advertising, the AIDA model, 
was originally derived from the development of the hierarchy of effects model (see 
figure 2). As Weilbacher (2001) notes, “the crucial thresholds in this early formulation 
were designated Awareness, Interest, Desire, Action, or by the acronym, AIDA,” 
(Weilbacher. 2001: 2). The early development of the AIDA model is presented in 
table 1.  
 
Based on these basic principles, the purpose of advertising comes to the fore. The 
AIDA model therefore spells out what advertising should achieve and in what order 
this should be achieved. 
 
YEAR AUTHORS FORM/DESCRIPTION OF MODEL 
1898 E. St Elmo Lewis Attention, Attraction, Maintain Interest, Create Desire (AID) 
1900 E. St Elmo Lewis Added Get Action a few years later (AIDA) 
1910 Printer‟s Ink A complete advertisement must follow AICA model – Attract 
Attention, Develop Interest, Produce Conviction, Induce Action   
1911 Arthur Frederic Sheldon, 
The Art of Selling 
AIDAS – Favourable Attention, Interest, Desire, Action, 
Permanent Satisfaction   
1911 International 
Correspondence School 
PAICSH – Preparation for Approach, Approach, Interest, Closing, 
Sale, Holding the Customer 
1915 Samuel R Hall, Writing 
an Advertisement 
AICCA – Attention, Interest, Confidence, Conviction, Action 
1920 West Coast Life 
Insurance Company, 
Five Steps to Sale 
ADICA – Attracting Attention, Creating Desire, Removing 
Inhibitions, Inspiring Confidence, Impelling to Action 
1921 Robert E Ramsey, AIDCA – Attention, Interest, Desire, Caution, Action – however, 
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Effective Direct 
Advertising 
virtually no discussion of this formula in his book 
1921 Harry D Kitson, The 
Mind of the Buyer 
AIDCA – Attention, Interest, Desire, Confidence, Action 
1922 Alexander F Osborn, A 
Short Course in 
Advertising  
AIJA – Attention, Interest, Judgement, Action 
Table 1: Development of Hierarchy of Effects (Adapted from Barry. 1987: 253) 
 
It should be noted that the development of the model continued into the present time 
as the AIDA model is prominent even today.  
 
Jones (1998) makes mention of the DAGMAR model which goes into the 
measurement of advertising efficacy but at its core essentially displays similarities to 
the AIDA model.  
 
 “There were a number of models...the best known was DAGMAR (Defining Advertising Goals 
 for measured Advertising Results), which had been devised for the association of National 
 Advertisers in the United States. The stages in this model were as follows: Awareness - 
 Comprehension – Conviction – Action,” (Jones. 1998: 14).  
 
Jones also noted that “DAGMAR had the great merit of proposing that there could be 
quantifiable objectives for advertising over and above sales objectives,” (Jones. 
1998: 14).  
 
As such the various advertising models ultimately have similar end goals although 
they do vary in structure and specific elements of measurement. These early forms 
of advertising models were structured around the basic principles of advertising 
highlighted in figure 1. With the advent of online and mobile technologies and its 
influence on the advertising industry, these models, although staying the same in 
principle would have to be adapted to accommodate the „new‟ processes of 
advertising across these growing mediums. 
 
 
2.4  Virtual advertising canvass: Online and mobile technologies 
 
Brief timeline of Online and Mobile advertising 
 
1994 -  HotWired site launches with the first banner ads from At&T, Sprint, MCI, Volvo and 
 others.  
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1994 – Pay per click keyword advertising debuts on GoTo.com (now part of Yahoo). It is 
 widely mocked. 
 
1995 – The first keyword ad “Golf” is created by Yahoo. 
 
1997 – The first mobile ad is launched. A Finnish news provider offers free news headlines 
 via SMS, sponsored via advertising. 
 
1995 – 2000 – Billions invested in online ads ($8.2 billion). The dot com bubble soon pops. 
 
2000 – Google rolls out AdWords, a pay per click service. AdWords makes performance 
 based ads mainstream and now accounts for more than 95% of Google‟s revenue. 
 
2001 – Pop-up and pop-under ads fill user‟s screens. They peak in 2003, at 8.7% of all 
 online ads, earning 13 times more clicks than banners. 
 
2002 – The most expensive ad campaign is purchased by Pepsi. The 90 second Britney 
 Spears commercial costs $7.53 million. 
 
2006 – YouTube launches as we see the birth of video advertising including in-video 
 ads, participatory video ads, pre roll ads and more. 
 
2006 – Twitter’s real-time global community makes viral advertising/marketing fast and 
 free. 
 
2007 – Facebook introduces the concept of behaviour-based advertising by specifically 
 targeting users’ social interactions.  
 
2008 – In-text advertising appears, matching double underlined keywords within sites‟ 
 content to relevant ad bubbles. 
 
2010 – Viral advertising overtakes traditional modes as an ad campaign with The Old 
 Spice Guy receives 30 million views, the most successful of the year. 
 
2011 – Online advertising becomes a clear No. 2 in terms of budget priority for 
 advertising worldwide typically at the expense of print and radio. 
 
(Adapted from an illustrated timeline, created by Infolinks – see Addendum C) 
 
2.4.1 The online environment 
 
The online environment and new media technologies has been the catalyst for online 
advertising. The move to Web 2.0 has dramatically increased the possibilities of the 
online advertising landscape. 
 
When analysed, a major component of the advertising industry is communication. 
One of the most prominent influences of the internet is on communication. Online 
technology has allowed communication to evolve from a linear, one-to-many model 
to a many-to-many model as illustrated in figure 3.  
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Figure 2: Traditional One-To-Many Marketing Communications Model for Mass Media (Hoffman and 
Novak: 1996: 4). 
 
 
The viral nature of the many-to-many model allows for far greater target audience 
reach. 
 
In conjunction with the widespread reach of the internet another prominent feature 
that has had a significant effect on advertising is the interactive nature of the internet. 
Advertisers have thus been able to utilise this feature to their advantage by making 
advertising less passive and actively involving the consumer.  
 
This is a notion supported by Craig (2005. 27) stating that “it is vitally important to 
understand the strengths of the medium and to craft your work to make the best use 
of these strengths to maximize engaging and informing the user.” 
 
 “We have become accustomed to reading a lot of things on computers, not least of which are 
 billions of E-mail messages every day. Many of us have become accustomed to doing 
 research on the Internet, perhaps not reading for pleasure, but certainly for information, for 
 news, for advice,” (Cappo. 2003: 177). 
 
The move to the internet is widespread and is not limited to advertising. With 
consumers increasingly moving towards the internet so too have traditional business 
functions. This has created the space for advertisers to advertise online. Advertisers 
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and marketers need to fully understand the medium in order to make optimum use of 
the internet and online technologies. 
 
 
Figure 3. Model of Attitudes Towards Web Advertising (Tsang, Ho and Liang. 2004: 67). 
 
With the relatively recent prominence of the internet, online advertising and 
marketing is also seen to be on the increase. However, online advertising and 
marketing falls in the category of New Media in a climate where consumers have 
become accustomed to traditional media. Consumer attitudes therefore vary and 
“has also driven studies on attitudes toward Internet advertising in the Web-based 
environment,” (Tsang, Ho and Liang. 2004: 67). Figure 4 illustrates the varied nature 
of consumer attitudes towards online advertising.  
 
2.4.1.1 Online advertising methods 
 
“Online advertising began in 1994, but accurate (and audited) spend data first 
became available in 1996,” (Hollis and Brown. 2005: 1). 
 
The vast possibilities presented by the internet means that online advertising is 
limited to the creativity of the advertiser and the technology. Cappo (2003. 185) 
agrees stating that “nothing appears to be off limits as a medium for advertising.”   
 
 “As they have gained experience with the online medium, advertisers also have become more 
 and more creative with their use of the limited space available on a banner. They have gone 
 from simple images to fully interactive games, from static words to audible messages. The 
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 tools they have at their disposal are now richer. This should, hopefully, translate into more 
 effective ads,” (Dreze and Hushherr. 2003: 13). 
 
Simply having the capability to produce online advertisements will not guarantee 
success. Ha (2003: 28) acknowledges that “if online advertising is to be captive, as 
in television, then advertising displayed on the Web must be forced upon visitors' 
eyes, leaving them no chance to miss the ads.” 
 
Once the advertisements are made visible to the user, they need to captivate and 
retain users. This is essentially where the power of the medium comes to the fore 
with its interactive capabilities. 
 
“Not only is interactivity a fundamental difference between traditional media and 
online media, but the various online tools also differ in their degree of interactivity,” 
(Stafford and Faber. 2005: 108). 
 
Figure 5 displays a graphical representation of the varied levels of interactivity of 
some of the most popular internet marketing tools.  
 
 
Figure 4: Comparison of Popular Internet Marketing Tools on Interactivity (Stafford and Faber. 2005: 
109) 
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“Technological development on the web and the demand for integration of 
advertising to the editorial content of the site has led to the growth of new advertising 
formats,” (Ha. 2003: 28). This is the nature of the medium and its technology and 
one such advertising format on the online platform is the advergame. 
 
Although figure 4 displays the levels of interactivity of some of the most popular 
online marketing tools, it does not include the advergame which will be looked at 
later in this chapter. In terms of interactivity, the advergame offers users varied levels 
of interactivity depending on the level of intricacy and involvement of the advergame 
in question. The major difference with regards to the advergame in comparison with 
other methods of online advertising and marketing is that it utilises the principles of 
gamification which will also be discussed later in this chapter in conjunction with the 
advergame. 
 
Various online advertising methods and their development are explored in this 
chapter.  
 
2.4.1.1.1 The banner 
 
“The first simple static banner appeared on HotWired in 1994. The advertisement 
asked, “Have you ever clicked your mouse right here?” and an arrow pointed to a 
button that stated “You will.” When people clicked on the button, they were taken to 
the AT&T site,” (Hollis and Brown. 2005. 1)  
 
The banner ad is one of the earliest and most common forms of online advertising. It 
is an online element that internet users would regularly come across during browsing 
sessions and represents a simple, visual promotion method within the virtual space 
of a website. Manchanda, Dube, Goh and Chintagunta (2006) define the banner as 
the following: 
 
 “A banner advertisement is a section of online advertising space that is typically 480 × 60 
 pixels in size. In general, it consists of a combination of graphic and textual content and 
 contains a link to the advertiser‟s Web site by means of a click-through URL, which acts as a 
 Web address.” (Manchanda, Dube, Goh and Chintagunta. 2006: 98). 
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Previous research indicates that the banner ad is not as effective as initially thought. 
In a study from Dreze and Hussherr (2003: 1), that explored click-through rates by 
online users, they found that “surfers actually avoid looking at banner ads during 
their online activities.” 
 
However, similar studies yield somewhat contrary results as Manchanda, Dube, Goh 
and Chintagunta‟s (2006: 106) research found “unique evidence that exposure to 
banner advertising has a significant effect on Internet purchasing.” 
 
 
2.4.1.1.2 The advergame and user engagement 
 
The marketing strategies employed by companies and organisations have typically 
adopted progressive yet standard form practices in communicating or advertising 
their products or brand. However, as standard as these practices may be, 
companies and organisations have had to be fluid in their thinking in order to adapt 
to the constantly changing digital media landscape. Digital marketing and a strong 
digital presence are therefore essential for brands and products to thrive in the 
current business climate.  
 
Digital development has created multiple marketing opportunities with particular 
emphasis on user engagement. In the case of gamification engagement plays a 
significant role. “One of the main ways we hope to ensure engagement is by making 
the competition as game-like as possible,” (Brewer, Lee, Xu, Desaito, Katchuck, 
Johnson. 2011: 3). 
 
 
Figure 5: The Gamification Loop (Liu, Alexandrova, Nakajima. 2011: 2) 
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The single major difference between traditional marketing and advertising is the 
ability to engage the user. Traditional above the line advertising passively engages 
audiences as messages are broadcast via image, sound and video. The message is 
therefore essentially “force-fed” to the audience meaning that it is seen as more 
intrusive and not accepted by the audiences‟ own choice. 
 
The digital realm on the other hand offers user engagement often utilising a 
combination of imagery, sound, text and video. Moreover the user can often engage 
directly with what is being advertised or marketed in such a way that is by choice. If 
this level of engagement is achieved it means that the audience actively seeks out to 
experience the product or brand within the confines of the digital marketing medium.  
 
The most prominent digital mediums utilised within the new media landscape is the 
online environment. For the most part, the premise of digital engagement falls within 
the online context. Traditional websites are still the primary focus from whence all 
subsequent digital marketing for the particular organisation or brand stems. The 
growth of the online sphere has therefore opened the portal for social networking 
sites which has since seen the rise to prominence of social media which allows 
brands and organisations to engage with stakeholders in a way that was never 
before possible. Stakeholders now have the opportunity to communicate directly with 
or voice their opinions about a brand or organisation. This in turn now allows 
organisations to structure marketing strategies or make improvements based on 
stakeholder dialogue. 
 
2.4.1.1.3 The pop-up  
 
Pop-up ads are intrusive adverts that appear while the user is browsing on a specific 
website. These ads can take different forms but the method of getting the user‟s 
attention is standard. This is also where this type of advertisement gets its name as 
the advert “pops up” on the screen. 
 
Pop-ups are usually seen as an irritation by internet users and this notion is 
highlighted by Stafford and Faber (2005) as well as Ha (2003). 
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Banner or pop-up ads [...] use forced exposure. [...] pop-up ads directly interfere with 
users‟ online activities,” (Stafford and Faber. 2005: 110). 
 
“The technology of the Web [...] can force advertising upon the Web users by 
showing pop-up windows that block the view of the user on the computer screen or 
using other forms of push technology,” (Ha. 2003: 27) 
 
2.4.2 The mobile media landscape 
 
“Wireless advertising is becoming a hot topic due to the fast development of wireless 
networking and technology and significant increase of mobile device users,” (Yunos 
and Gao. 2003:1). 
 
The concept is still in its relevant infancy when compared to traditional advertising 
and to an extent, conventional online or web-based advertising but with the rapid 
proliferation of wireless technology, mobile or wireless advertising is a concept that is 
now one to be taken seriously by advertisers, marketers and their clients. 
 
“As an extension of the Internet environment, the high penetration of mobile phones 
in recent years has created a good opportunity for wireless Internet applications, 
including wireless marketing and advertising,” (Tsang, Ho and Liang. 2004: 67). 
 
The traditional definition of advertising is discussed earlier in this chapter but with the 
development of mobile technology and subsequently mobile advertising and 
marketing, newer definitions have been derived to define this new form of advertising 
and marketing. Table 1 displays various academic definitions of the term mobile 
advertising. 
 
“The Wireless Advertising Association (WAA) defines wireless marketing as sending 
advertising messages to mobile devices such as mobile phones or PDAs through the 
wireless network,” (Tsang, Ho and Liang. 2004: 68). 
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Table 2. Academics‟ use of mobile advertising: a new form of advertising (Tähtinen. 2005: 6). 
 
2.4.2.1   Mobile advertising methods 
 
The South African online landscape although moving in relative sync with online 
technologies, boasts a significantly higher level of mobile penetration than traditional 
internet access. However, in the context of mobile advertising and marketing it is the 
enabling mobile technology that ultimately makes it possible for advertisers and 
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marketers to use the technology as a viable platform. This is a notion that is 
supported by Yunos and Gao.  
 
 “Standard and cost-effective wireless technology is the key to the success of wireless 
 advertising. Today, three major wireless technologies are being used worldwide. In Japan, I-
 mode, based on C-HTML, is the most popular wireless technology. In Europe, SMS is the 
 popular protocol in the wireless community. In America, up to this time, WAP is the popular 
 choice and standard for wireless vendors and service businesses. These technologies 
 focused on special groups of users, and require particular mobile devices and wireless 
 environments,” (Yunos and Gao. 2003:11). 
 
A prominent factor with regards to mobile advertising is pull and push ads. Push 
notification essentially sends information or advertising directly to mobile phone 
users without the recipient actively requesting the info at any given time (Although in 
certain cases push notification is requested). Pull advertising means mobile phone 
users actively seek to view a message of advertisement. It is essentially based on 
the desire of the mobile phone user. This concept is further explained by Unni and 
Harmon (2010) and illustrated by Kolmel and Alexakis (2002) in figure 7. 
 
Figure 6. Types of Mobile Advertisement (Kolmel and Alexakis 2002: 2).  
 
“Wireless push advertising is any content sent by or on behalf of advertisers and 
marketers to a wireless mobile device at a time other than when the subscriber 
requests it,” (Unni and Harmon. 2010: 30) 
 
In contrast, wireless pull advertising works on request. “Wireless pull advertising is 
any advertising message sent to the wireless subscriber upon request shortly 
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thereafter on a one time basis. Pull LBA is advertising specific to the location of the 
consumer delivered to the mobile device only when it is explicitly requested for,” 
(Unni and Harmon. 2010: 30) 
 
2.4.2.1.1 WAP (Web Application Protocol) 
 
 “Wireless Application Protocol (WAP) is an open, global specification that empowers mobile 
 users with wireless devices to easily access and interact with information and services 
 instantly. WAP technology utilizes the WAP gateway and WML/HDML language to translate a 
 mobile web request into a traditional HTML/HTTP request that the web server understands 
 and vice versa. WAP plays as a bridge between wireless network and Internet. It can be used 
 as an information channel between wireless devices and the Internet,” (Yunos and Gao. 
 2003:12). 
 
Wireless Application Protocol (WAP) essentially brings online capabilities to wireless 
devices albeit not always with the full functionality of the internet. As such, online 
advertising can be viewed from mobile devices much in the same way that it is 
viewed on laptop or desktop computers. This form of online advertising would 
essentially be the normal banner as more complex examples of online advertising 
would not always be supported on mobile web.   
 
2.4.2.1.2 SMS (Short Messaging Service) advertising 
 
Tsang, Ho and Liang (2004: 65) note: “The rising popularity of SMS has created a 
new channel for advertising, called mobile advertising. Ads are rendered as short 
textual messages and sent to mobile phones.”  
 
SMS or short messaging service advertising has become a prominent marketing tool 
in the South African context. This is partly due to the high level of mobile penetration 
and also that most mobile phones are SMS capable and does not require any other 
features. The SMS is one of the base features of any mobile phone therefore 
allowing marketers and advertisers the opportunity to reach a wider target audience.  
 
 “Short Messaging Service (SMS) is a digital cellular network feature. It allows users to send 
 short text and numeric messages to and from digital cell phones using cell phones and e-mail 
 addresses based on public SMS messaging gateways over the Internet. SMS is silent and 
 discreet. This is become important when a silent environment is required. Today, SMS 
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 applications include stock quotes, sports scores, and news that can be delivered to mobile 
 phones at regularly scheduled intervals,” (Yunos and Gao. 2003:12). 
 
As with pop-up advertising on the internet, SMS advertising is intrusive and 
subscribers generally have to opt-out in order to stop receiving the adverts.  
 
Another form of SMS advertising is the “Please Call Me” advert. Please Call Me is a 
free SMS service from mobile service providers whereby mobile phone subscribers 
are entitled to a limited number of PCM‟s per day. These are then received as a 
normal SMS. Mobile service providers as well as external companies have since 
used the PCM as a marketing tool by attaching adverts to PCM‟s which is viewed by 
the recipient of the PCM.  
 
2.4.2.1.3 Mobile App advertising 
 
“When consumer internet activities shift from the web to mobile this brings new 
opportunities to interact with products,” (Karpischek, Michahelles and Fleisch. 2010: 
1).  
 
With the inception of the smartphone and the subsequent technologies that it 
encompasses, one of the most prominent is the mobile application or app. These are 
specifically designed programmes created to perform various functions ranging from 
entertainment and information to personal organisation. Karpischek et al. (2010) 
herein refer to the online capabilities of smartphones. 
 
The growth of mobile online technology together with the introduction of the 
smartphone has prompted an increase in the mobile phone market especially where 
data subscriptions are concerned. Sharma (2010: 4) highlights this in figure 8.  
 
 “The advent of apps helped fuel the growth in data subscribers as the availability of flat free 
 pricing attracted users to upgrade and try out new applications. In the US, almost all 
 smartphones and many featurephones are now required to have a data subscription.” 
 (Sharma. 2010: 4). 
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Figure 7. Growth in Mobile and Data Subscribers (Chetan Sharma Consulting 2010: 4). 
 
The categories of apps are virtually limitless. These apps, although many are 
created by third party developers, are downloaded from dedicated outlets depending 
on the type of smartphone in use. Some of the most common outlets are the Apple 
iStore, Nokia Ovi Store and Android Market. 
 
Apps may be either free to download or are paid for by the mobile device user. Often 
the free versions of the apps contain advertising in the form of mini-banners and 
pop-ups that appear on the mobile device while the app is in use. These are often 
advertising for other apps either promoting the apps or advertising a special offer. 
These ads along with paid apps form one of the most prominent revenue streams of 
mobile apps. Data collected by Chetan Sharma Consulting (2010) highlighted the 
monetary value of mobile app advertising as well as projected revenue growth. 
 
“In 2009, advertising contributed almost 12% to the overall apps revenue. This share 
is expected to more than double by 2012 to almost 28%. In some of the developing 
regions, advertising will account for more than 50% of the apps revenue by 2012,” 
(Sharma. 2010: 12). 
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2.5 Conclusion 
 
The literature review presented in this chapter delves into the shift in mindset of 
advertisers and marketers in their views of traditional and non-traditional advertising. 
The literature explored emanates primarily from studies carried out in the United 
States of America and how the American advertising industry has developed as a 
result of not only the subsequent technologies but also due to financial indicators 
such as economic recession.  
 
The progression of the technology used to perpetuate these new methods of 
advertising and marketing have been explored and the possibilities that have derived 
from them as such.  As online and mobile technology has developed, so have the 
methods for advertising on the respective mediums. The various methods of 
advertising explored in the literature review mirror that which is explored in the 
findings of this study. Online and mobile technologies as highlighted in this chapter is 
not one-dimensional and consists of various components which can be construed as 
online or mobile advertising and marketing.  
 
In the following chapter, a detailed description of the research design and methods 
that were applied in this study will be discussed. 
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CHAPTER 3: RESEARCH METHODOLOGY 
 
3.1  Introduction 
 
The following chapter delves into the research framework around which the study 
was carried out. The research was conducted using a mixed-methods approach 
obtaining both qualitative and quantitative data through two data collection 
instruments. 
 
The data was collected by means of semi-structured interviews with advertising and 
marketing professionals and a qualitative electronic survey directed at participants 
who are employees working in the South African advertising and marketing industry. 
The survey was intended to provide additional data supplementing the more in-depth 
data collected from the semi-structured interviews.  
 
3.2  Research Framework 
 
This section will introduce the research framework around which the study is 
structured. The thought process behind the study will also be highlighted in terms of 
the overall aim of the research together with what was set out to be achieved by the 
study.  A breakdown of the data collection methods will also be undertaken in this 
section providing insight into how both methods were implemented and how the data 
collected supplements each other. 
 
3.2.1  Research Question 
 
What effect has the growth of the online and mobile platform had on advertising 
across traditional mediums in the South African context?  
 
3.2.2  Aim and objectives of study  
 
The research aim and objectives that the study sought to answer are as follows: 
 
 
3.2.2.1 Aims 
 
To determine whether the growth of online and mobile advertising has had an impact 
on traditional forms of advertising in South Africa in terms of ad-spend. 
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3.2.2.2  Objectives 
 
 To identify South African mobile and online advertising trends  
 To determine which medium is showing the fastest growth / fastest decline in 
terms of ad spend and the reasons thereof. 
 
 
3.2.3  Data collection methods 
 
The study is based around two data collection methods, namely semi-structured 
interviews with South African advertising and marketing professionals and an 
electronic survey with South African advertising and marketing professionals. A more 
detailed description of the aforementioned methods will be presented later in this 
chapter. 
 
3.3  Research design and methods 
 
The primary data for this study was obtained through qualitative methods with 
secondary data obtained from quantitative research. The study has therefore 
employed a mixed-methods approach in order for the subsequent data to 
supplement each other for the purpose of drawing a more extensive conclusion 
based on the findings and the correlations between the data collected from the semi-
structured interviews and electronic survey. The research used random, 
representative sampling although participants were confined to advertising and 
marketing professionals in South Africa. 
 
The qualitative research took the form of semi-structured interviews with advertising 
professionals from South African advertising and marketing agencies. The purpose 
of the interviews was to get the professional opinions of various advertising 
professionals and agencies on the current advertising climate in South Africa and the 
direction in which the industry is moving.  
 
The quantitative research was in the form of an electronic survey gauging advertising 
trends in South Africa. The survey focused on employees at various South African 
advertising and marketing agencies. The data collected from this survey was used to 
gauge the level of advertising expenditure in South Africa according to the 
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professional experiences of the participants and to identify and track ad-spend 
trends. Special consideration was made to gauge the efficacy of the mobile and 
online advertising sectors in South Africa as compared to traditional forms of 
advertising.  
 
The following advertising mediums were explored in the introduction and literature 
review of this study with the most notable consideration applied to the online and 
mobile mediums: 
 
Print -  Newspapers 
  Magazines 
 
Broadcast - Radio Advertising 
  Television Advertising 
 
Online -   The Banner Ad 
  The Advergame 
  The Pop-up Ad 
    
Mobile -  SMS / Please Call Me Advertising 
  Mobile Web Advertising (WAP) 
  Mobile App Advertising 
 
 
3.3.1  Selection of interview sample 
 
The samples selected for both the semi-structured interview and survey was 
occupation and geographically dependent. Since the study aimed to highlight digital 
advertising trends in South Africa, in order for participants to qualify for the semi-
structured interview and survey, they were required to be employed within the 
advertising or marketing industries within the Republic of South Africa. Sampling 
selection was random provided the aforementioned requirements had been met. The 
sampling selection was random in that contact details of various South African 
advertising agencies were obtained through internet searches. The agencies were 
then contacted telephonically for the purpose of the semi-structured interviews and 
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the link to the electronic survey was sent to email addresses of the aforementioned 
agencies.   
 
Participants in the semi-structured interview were selected randomly as explained 
above and interviewed telephonically with the aim of probing for more in-depth data 
that cannot be obtained through the electronic survey. 
 
Participants in the electronic survey were selected randomly in the same way as was 
used for the semi-structured interviews and the link was sent via email to agencies 
and participants. Participants were encouraged to forward the survey link to relevant 
parties in order to provide a wider scope of data collected.  
 
The statistical data from the electronic survey was used to supplement the rich data 
from the semi-structured interview to gauge any similar trends or differences in 
findings. 
 
3.3.1.1  Semi-structured interview with advertising professionals 
 
3.3.2  Application of interview 
 
For the purpose of this study, interviews were conducted telephonically with 
participants selected at random. Participants were selected according to the criteria 
that they are currently or were previously employed within the South African 
advertising or marketing industries. 
 
Participants were asked a series of questions relating to the subject matter of online 
and mobile advertising trends in the South African advertising and marketing context. 
Although the line of questioning remained the same for each participant, further 
probing was required in order to draw further information that would not have 
otherwise been divulged by the participant. This method was chosen in order to gain 
an extensive insight into the various individuals‟ professional and personal views on 
the subject.  
 
The data collected from the semi-structured interviews is juxtaposed against the 
research collected in the literature review. The interview questions correlate with the 
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sections analysed in the literature review of which most of the key authors have done 
research based predominantly on the American advertising and marketing industries. 
 
This affords the opportunity to survey the South African advertising landscape 
against its American counterparts and draw on the differences and similarities that 
may arise through the data collected.  
 
 
3.3.2.1  Survey of advertising professionals 
 
The data collected from the semi-structured interviews was supplemented by data 
collected through survey research. Much in the same manner as the semi-structured 
interviews, in order for participants to qualify for the survey they were required to be 
currently or previously employed within the South African advertising or marketing 
industries. 
 
A random sample was used by sending the link to the survey to various South 
African advertising and marketing agencies across South Africa. Recipients of the 
link were encouraged to forward the link onto relevant personnel. The relatively small 
sample number is due to the number of agencies together with participant 
willingness to complete the survey.  
 
The semi-structured interviews were conducted anonymously and therefore no 
personal details or company details were divulged in the findings. Where necessary, 
respondents were issued a number ranging from 1 onwards or a letter of the 
alphabet ranging from A onwards.  This alphabetic labelling was used to distinguish 
between responses where necessary. 
 
 
3.3.2.1.1  Survey structure and analysis 
 
The intended aim of the survey was to provide statistical information to supplement 
the qualitative data from the semi-structured interviews. Correlations between the 
survey data and interview data were analysed as the number of survey respondents 
far outweighed that of the semi-structured interviews. Participants were requested to 
complete the survey between 15 November and 15 December 2011.  
40 
 
 
The survey did not require respondents to include personal or identification details 
and answers remained anonymous. The survey was divided into two sections.  In the 
first section respondents were informed of the purpose and scope of the study and 
were required to give their consent for their participation in the study. The second 
section consisted of closed-ended questions only. The questions measured 
respondents‟ professional opinions regarding the influence of online and mobile 
advertising on the South African advertising landscape. 
 
Responses to the online survey were anonymous to protect the privacy of 
respondents and did not require the divulgence of personal information other than 
the length of the respondents‟ occupation in the industry for statistical purposes.  All 
information recorded in the survey was kept anonymous throughout the study and 
was not revealed to third parties at any stage of the research process.   
 
The results of the survey were counted to provide a statistical representation of 
respondents‟ answers. The results of the survey were cross referenced with that of 
semi-structured interviews to identify correlations between the rich data from the 
interviews and the overview information from the survey. 
 
3.4.  Ethical considerations 
 
This study in no way attempted to infringe on the rights of its participants.  The 
following ethical considerations were taken into account: 
 
3.4.1  Ethics: Semi-structured interview 
 
Participation in the study was completely voluntary and participants were informed of 
its nature and purpose, as well as the dissemination of the research results before 
the study commenced.  Respondents were given the option to stop their participation 
in the study at any time without any repercussions and were able to refuse to answer 
any questions they might have deemed irrelevant or which they felt would yield 
sensitive information.  
 
While responses to the semi-structured interviews remained anonymous, responses 
will be assigned a number ranging from 1 onwards or a letter of the alphabet ranging 
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from A onwards, in order to distinguish between responses in the analysis of the 
study. 
 
This study did not require the divulgence of sensitive information and no personal 
information was gathered. All participants would remain anonymous as was the 
same for the agency or company under which they were employed.   
 
3.4.2  Ethics: Survey 
 
Survey respondents volunteered to be part of the study and were informed of its 
nature and purpose, as well as the dissemination of the research results before the 
study commenced.  Respondents were given the option to stop their participation in 
the study at any time without any repercussions or steps being taken against them.  
While responses to the online survey remained anonymous. 
 
This study did not require the divulgence of sensitive information and all personal 
information gathered was used solely for an evaluation of representivity and to 
provide insights into the data collected.  All personal information was kept 
confidential.   
 
Ethical clearance for this study was approved by the Nelson Mandela Metropolitan 
University RTI Higher Degrees sub-committee of the Faculty of Arts Research, 
Technology and Innovation Committee.  The ethics clearance reference number for 
this study is H/10/ART/JMS-007 
 
 
3.5  Conclusion 
 
The data collected from the semi-structured interviews and survey was collated and 
the findings were analysed in order to infer whether the growth of online and mobile 
technologies have had an impact on the South African advertising landscape. The 
data thus assisted in determining not only the progression of the South African 
advertising industry but also in which areas advertisers and marketers should 
conceive to afford a conscientious consideration towards. 
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The following chapter will present a detailed report and analysis of the findings from 
the data collected from both the semi-structured interviews and survey. The analysis 
indicates possible methods of progression in the South African advertising industry in 
relation to the optimal utilisation of online and mobile advertising. The general 
attitude of advertisers and marketers regarding online and mobile advertising will be 
gauged. 
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CHAPTER 4:  RESEARCH FINDINGS 
 
4.1 Introduction  
In this chapter the findings of the research will be reported and interpreted in order to 
forge an insight into the state of mobile and online advertising in South Africa as well 
as the impact that the growth of the two mediums‟ (online and mobile) enabling 
technology has had on the South African advertising industry. 
 
The research findings were obtained by means of qualitative, semi-structured 
interviews with advertising and marketing professionals employed within the South 
African advertising industry. The aim of the semi-structured interviews is to get an 
insight into the opinions of relevant professionals within the industry and how they 
perceive the current advertising climate. In addition, a quantitative online survey 
aimed at employees within the South African advertising industry was employed to 
obtain data with broader reach in order for comparisons to be made to the interview 
data.  
 
The semi-structured interviews served to obtain extensive insight into what 
advertising professionals feel about the use of online and mobile advertising 
methods and how it fits into the current advertising climate. The survey results aim to 
supplement the data collected from the semi-structured interviews and to draw 
potential correlations.  
  
4.2 Structure of research findings report 
 
The research findings is categorised into two distinct separations, namely semi-
structured interviews and an electronic survey both aimed at advertising 
professionals in the South African advertising industry.  
 
In order to present the findings in a logical manner, the findings will be reported as 
follows: 
 
I. Overview of results  
II. Analysis of data 
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III. Survey 
a) Overview of results 
b) Analysis of results 
i. Online advertising significance 
ii. Mobile advertising significance 
iii. Ad-spend  
iv. Recessional impacts 
 
4.3  Research findings 
 
4.3.1 Semi-Structured interviews 
 
The semi-structured interviews with various advertising professionals within the 
South African advertising industry formed the fulcrum around which this study is 
based. The data collected from the semi-structured interviews have been collated 
and summarised for easy consumption and analysis. 
 
Five advertising and marketing professionals from various agencies were 
interviewed telephonically and asked the same series of questions related to online 
and mobile advertising in the South African advertising industry.  
 
I. Overview of Results 
 
Table 2 provides a brief overview of the responses by the interviewees of the semi-
structured interviews.  Please note that the empty cells in table 2 indicate an area in 
which the interviewee could not provide an answer.  
 
The results yielded a generally positive outcome towards online and mobile 
advertising in South Africa with the acknowledgement that the South African 
advertising industry still lags behind its international counterparts in terms of its use 
of online and mobile advertising.  
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It should be noted that results although similar in relation to the interview questions, 
differ as a result of each respondent‟s agency dealing with different clientele each 
with specific needs.  
 
 Respondent 
A 
Respondent 
B 
Respondent 
C 
Respondent 
D 
Respondent 
E 
Direction of 
online/mobile 
advertising  
Online and 
mobile 
Major shift 
towards 
online 
Has been 
growing 
compared to 
traditional 
media. 
Internet 
growth is 
shooting up 
Online and 
mobile 
advertising is 
growing 
exponentially 
in South 
Africa but at 
the same time 
not fast 
enough 
It has moved 
in the 
direction of 
mobile. The 
market for 
advertising is 
there 
Level of 
importance 
of online vs. 
traditional 
As important 
even slightly 
more  
  Probably 
equally as 
important as 
traditional 
advertising 
You can‟t take 
one away 
from the other 
– equally as 
important 
Comparison 
to UK/USA 
Quite far 
behind in 
general 
Not as 
advanced as 
the United 
Kingdom 
Much smaller 
than its 
international 
counterparts. 
South Africa 
is a couple of 
years behind 
internationally 
We‟re still 
behind in 
terms of the 
technology 
and the cost 
of data 
Best 
advertising 
medium – 
online vs. 
mobile 
Industry or 
product 
dependent 
 Even with the 
current level 
of 
penetration, 
we won‟t only 
go mobile 
Neither one 
nor the other. 
It depends on 
objectives 
Mobile is the 
best medium 
Increase in 
online and 
mobile ad-
spend 
 Yes, 
increasingly 
but it comes 
at a price 
50% of ad-
spend is still 
spent on print 
media 
Traditional 
methods are 
more 
prominent  
 
Role of 
social 
networks 
Important. 
Social 
network use 
depends on 
the product 
Social media 
plays a big 
role. 
Clients know 
that they need 
to be on 
Facebook as 
people use 
Facebook as 
type of search 
engine 
Becoming 
increasingly 
important as it 
allows people 
to engage and 
interact 
If a website 
doesn‟t have 
a social 
media 
presence or 
link it 
becomes less 
effective 
Best mobile 
advertising  
method 
Depends on 
target market 
First have to 
distinguish 
between the 
device and 
target market 
Target market 
dependent 
Depends on 
your target 
market. 
MMS 
advertising is 
a more direct 
and a better 
form of 
advertising. 
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Medium 
generating 
biggest ad-
spend 
Traditional 
still generates 
biggest ad-
spend 
Biggest ad-
spend still 
towards 
traditional 
Print media Still your 
traditional 
advertising – 
print, 
television and 
radio 
Online 
advertising is 
growing and 
people are 
spending 
more in this 
direction but 
traditional 
advertising 
still costs 
more 
Impacts of 
recession 
Depends on 
the size of 
company. 
Companies 
tended to 
advertise 
more 
In general the 
industry did 
experience a 
slump, 
although 
advertising 
was still 
around 
In terms of 
ad-spend the 
industry did 
experience a 
bit of a lull. 
Although 
advertising as 
such didn‟t 
really drop 
Did see an 
impact. 
Advertising 
and marketing 
budget is 
generally the 
first to be cut 
 
Future of SA 
advertising  
Definite move 
away from 
traditional to 
online 
We see a 
merge of the 
various 
technologies. 
A flow 
towards 
digital but 
also a merger 
of spaces  
Industry is 
going to grow. 
There is still a 
long way to 
go to reach 
the level of 
traditional 
media. 
Definitely 
getting 
stronger. The 
South African 
industry is 
growing 
intellectually 
Online 
advertising is 
definitely 
growing and 
is spreading 
to social 
media and 
other avenues 
of online 
media 
Table 3: Summary of Semi-structured interview findings 
 
II. Analysis of data 
The analysis of the interview data breaks the responses down per category relating 
to the questions asked of each interviewee. 
 
a) Direction of South African advertising industry 
All of the interview respondents indicated that the South African advertising industry 
is moving in the direction of online and mobile advertising. The main reasons thereof 
are the growth of internet and mobile technology as well as the level of mobile 
penetration in particular. Respondent A stated: “We are seeing advertising on 
YouTube and [advertising] is becoming more and more online oriented. We are 
seeing this move in search engine optimisation. Although we are seeing online 
advertising such as the banner ad, there is always a need for traditional advertising 
and marketing though.” 
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There is a realisation amongst advertising professionals that this move towards 
online and mobile advertising is not without its challenges. At the most fundamental 
level, the execution and success of online and mobile advertising depends largely on 
the skills of the advertisers. 
 
Respondent B stated: “Although this shift [towards online and mobile advertising] is 
taking place, people are not yet clued up or are exposed [to the medium] as they are 
technically lacking.” Respondent D stated: “Online and mobile advertising is growing 
exponentially in South Africa but at the same time not fast enough.” 
  
All respondents also indicated that the significance of online and mobile advertising 
means that clients cannot afford to neglect the medium. Online advertising as well as 
the technology has developed at such a rate that it is now seen as an integral part of 
the advertising and marketing process. 
 
b) Level of importance of online advertising vs. traditional 
Traditional advertising methods (television, radio and print) have been the dominant 
mediums in the advertising industry and this is due to the subsequent success that 
these mediums have garnered. The advent of online and mobile technology has 
provided the mediums for online and mobile advertising to be included as legitimate 
forms of advertising.  The majority of the interviewees indicated that online and 
mobile advertising is now as important if not more so than traditional forms of 
advertising.  
 
Respondent B stated: “Creatives would execute 80 – 90% of their campaigns using 
technology such as iPads, iPhones and Android devices. We are moving away from 
manual to digital.”  
 
The notion highlighted by respondent B ties in substantially with the sentiments 
echoed by respondents D and E in that the digital platform is presented as one that 
is undeniably important in the current advertising climate in South Africa. 
Respondent B simply goes into the technical digital platforms which are sources of 
output for online and mobile advertising. 
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Respondent D stated: “Clients can‟t afford to neglect [online and mobile advertising]. 
It‟s far more measurable and probably equally as important as traditional advertising. 
In fact [in South Africa] it‟s not taken as seriously as it should be.” 
 
Respondent D‟s statement is echoed by Respondent E as the importance of both 
online and mobile advertising and traditional advertising methods are brought to the 
fore.  
 
Respondent E felt that the importance of both advertising methods cannot be 
underestimated stating: “You can‟t take one away from the other. With traditional 
advertising people only view the ads if they are watching television or listening to the 
radio at the same time that the ad is flighted. With online [advertising] users can view 
ads whenever they go online. It‟s always there.” 
 
From the responses, advertisers are seeing online and mobile advertising as a viable 
medium and one that is important for clients to take into consideration. Online and 
mobile advertising is therefore considered on the same level of importance as 
traditional advertising methods. There is however a strong semblance of South 
African advertising professionals not placing an adequate level of importance on 
online and mobile advertising. The most important notion that was evident is that 
digital and traditional advertising needs to work concurrently and symbiotically for 
optimum results.  
 
c) Comparison of South African online and mobile advertising industry to 
international advertising industry 
With the growth of technology in general and the advertising industries in developed 
nations, the South African advertising industry still lags behind according to the data 
from the interview respondents. 
 
Respondent A noted that although we are behind more developed nations, South 
Africans are readily becoming accustomed to the online trends and becoming 
generally more dependent on online and mobile technology as they incorporate it 
into their daily lives. Respondent A stated: “We are pretty far behind [developed 
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nations]. In general, South Africa is not on the level of first world nations. As 
broadband is growing, we are slowly getting there. Even today, people go to the 
internet to search for anything. Years ago it was the Yellow Pages.” 
 
Respondent C stated: “The South African online industry is much smaller than its 
international counterparts. South Africa is 30 countries below [the top nations] in 
advertising reach. This is due to accessibility.” 
 
Respondent D felt that a lack of knowledge from both advertisers and clients are part 
of the reasons that the South African advertising industry is not at the level of its 
international counterparts, having stated: “South Africa is a couple of years behind 
internationally. In terms of the South African market, certain creatives are certainly 
as good as their international counterparts. In terms of ad-spend and clients‟ 
willingness to go online we are not as far advanced. There is a lack of knowledge in 
South Africa when it comes to online advertising methods which means there is a big 
opportunity to grow.” 
 
Respondent E felt that the technological advancements are not at the level of South 
Africa‟s international counterparts which is one of the major reasons for trailing 
behind in terms of online and mobile advertising, having stated: “We‟re still behind in 
terms of the technology and the cost of data. We still pay a lot for data usage on 
internet and mobile phones. The phones themselves are getting cheaper but the 
data is expensive. Overseas, data costs are minimal meaning that advertisers can 
target these devices as users can view ads and features at very low cost.” 
 
The general feeling is that South Africa is still behind its international counterparts 
due to a variety of factors including, lack of knowledge in the area of online and 
mobile advertising and the relatively slow advancement of internet technologies in 
South Africa.  
 
d) Most effective advertising medium – online vs. mobile advertising 
Determining which medium between online and mobile advertising is the most 
effective in South Africa could assist advertisers and clients in deciding which 
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medium to target. The general feeling by the interview respondents regarding this 
notion is that the importance of one medium cannot be placed above the other.  
 
Respondent A felt that this decision is based upon the client and the type of product 
or industry, having stated: “It depends entirely on your industry. An online merchant 
will use their entire ad-spend online. For example, a game lodge that competes with 
similar businesses [online] in a saturated market is exclusive and expensive. They 
may opt for a pay-per-click campaign.” 
 
Respondent C felt that the decision is based on the target market, having stated: 
“Even with the current level of [mobile and internet] penetration, we won‟t only go 
mobile. There are segments of the market with internet access and those are the 
ones with the spending power.” 
 
Respondent C‟s notion is shared by respondent D having stated: “Neither one nor 
the other [is more important than the other]. It depends on what your objectives are 
and what you want to achieve. It‟s not about one medium being better than the other; 
it‟s all about understanding your target market and using the best medium to reach 
them.”   
 
e) Trends in ad-spend in South Africa 
The general feeling is that traditional advertising still generates the biggest ad-spend 
in South Africa although advertising acknowledge that the ad-spend on online and 
mobile advertising is steadily increasing. 
 
Respondent A stated: “Traditional advertising still generates the biggest ad-spend by 
far. Television, radio and print advertising are expensive. Online ad-spend is lower 
and the return on investment is relative. 100 visitors a day will become 1000 visitors 
a day as the internet grows. As for mobile, it is slowly changing as more people get 
smartphones and online capable handsets.” 
 
Respondent B felt that although clients are spending more on online and mobile 
advertising, the expectancy for results has increased as a result of this. Respondent 
B also goes on to point out that traditional advertising still dominates in terms of ad-
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spend. “Yes, [online and mobile ad-spend is increasing] but it comes at a price. 
Companies spend millions on one advertisement. With social and digital advertising 
clients expect measurement and ultimately return on investment. There is more 
expectancy for delivery. Online becomes more of an option and if clients are willing 
to pay more, they can expect more.” 
 
Respondent B goes on stating: “The biggest ad-spend still goes towards traditional 
advertising. Companies will pay R1.5 million for a 30 second television 
advertisement for example. Traditional advertising such as billboards, television, 
radio and print ads still dominate in terms of budget allocation. The trend is moving 
towards online but traditional advertising and marketing will still have the biggest 
influence.” 
 
Respondent C felt that although clients are spending more on online and mobile 
advertising, traditional advertising continues to dominate. Clients see online as a 
supplement to traditional advertising: “50% of ad-spend is still spent on print media. 
Clients are looking for ways not to spend as much money but they still back it up with 
traditional media. Online is about innovative ideas. Customers want to be engaged 
with the brand, they want to have a voice. Clients‟ money can go further if they are 
willing to think online but they are still reluctant to spend [large amounts] on online. 
They see it as an add-on or extra to traditional advertising. Clients spend less [on 
online and mobile advertising] than they should.” 
 
According to Respondent D, the client‟s needs are a major influence in terms of ad-
spend stating: “We serve mainly industrial clients therefore traditional methods are 
more prominent [to our clients].”  
 
Respondent E reiterated a similar notion to that of respondent B by indicating that 
clients expect more from online: “There is a much greater spend on online and 
mobile [advertising] now. Clients are spending more for online advertising than they 
used to. With online advertising they are paying for specific targets as target 
audiences can be narrowed down online.”  
 
f) The role of social networks in online advertising 
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Social networks have become commonplace due to the development of internet and 
mobile technology as well as the need for people to share experiences. The results 
from the interviews indicate that social networks play an important role in the online 
and mobile advertising context. The results also indicate that there are various ways 
to use social networks for advertising and marketing purposes but also the 
importance of using the social network platforms correctly and not for companies to 
have a social media presence just for the sake of having a presence.  
 
Although social networks are a prominent fixture for businesses, Respondent A 
emphasises the need for businesses to utilise social networks for business functions 
correctly, stating: “[Having a social network presence] depends on your product. If 
you have a social product, then it belongs on a social platform such as a social 
network. It will therefore make sense to have an active page and many followers. 
Many companies have a Facebook page with little or no activity.”  
 
Respondent B highlights the prominence of using social networking ability to 
supplement traditional advertising and marketing strategies, therefore seeing the two 
mediums working in conjunction.  
 
Respondent B stated: “It‟s about how best to use the technologies available. Social 
media pushes so much information that companies will strategise how to get into 
social media with advertising and make users aware of their brand. Social media 
therefore plays a big role. What [our company] is doing is making people brand 
ambassadors by giving influential individuals certain products to promote. The 
requirement is that they influence their social grouping by promoting the product on 
their own social network pages. This gives the brand and product mileage as it 
leverages the promoter‟s credibility using social networking channels as a word-of-
mouth channel.” 
 
Respondent C touched on the ability for companies to purchase advertising on 
Facebook but also on the importance of having a social media presence stating: 
“People do buy Facebook ads as they can be targeted to the specifications of a 
certain target market. Clients know that they need to be on Facebook as people 
actually use Facebook as type of search engine. Brands try to grow the number of 
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followers they have but are generally not utilising it to its full potential. There is 
definitely room to grow.” 
 
Respondent D highlighted the interactive nature of social networks which ties in with 
a major aspect of online advertising and internet capability as a whole. Respondent 
D stated: “[Social networking] is becoming increasingly important as it allows people 
to engage and interact [with brands and people]. [Social networking] is more 
personal and promotes word-of-mouth. People are still more likely to believe a friend 
than an unknown third party. This is what social media allows.”  
 
Respondent E reiterates the engagement factor that social networking allows stating: 
“If a website or company doesn‟t have a social media presence or links it becomes 
less effective. People want to like, share and comment on content. They want to 
engage with brands as this is what social networks now make possible.”   
 
g) Which mobile advertising method is the most effective 
Mobile advertising varies depending on the type of advertising, the type of mobile 
device and network capabilities. The results from the interviews predominantly 
indicate that the most effective method of mobile advertising depends on the target 
market. This is due to different income earners having access to various types of 
mobile devices, of which not all possess the same capabilities. 
 
Respondent B highlights the value of the various mobile advertising methods stating: 
“You first have to distinguish between the device and target market. In South Africa, 
a large section of the market sends MMSs. Most industry users use SMS with the 
advertising of various services. [SMS advertising] can also become an annoyance. 
Please Call Me ads reach a certain target group, predominantly low income earners. 
Your middle to upper income earners use smartphones therefore less SMS 
advertising [will be targeted at this target market].” 
 
This notion is reiterated by both respondent B and respondent C stating: “There are 
ads for smartphones. They are however targeted at a certain target market,” and “It 
depends on your target market. Your top income earners will use more expensive, 
devices, smartphones and media-rich phones.”  
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Respondent E does not feel that Please Call Me ads are effective and feels that in 
South Africa MMS and SMS advertising are more effective methods although, like 
respondent A, feels that SMS advertising is not always trusted by mobile device 
users. Respondent E stated: “Please Call Me ads are ineffective as people usually 
don‟t look past the name or number of the person who sent the Please Call Me. 
MMS advertising is more direct and a better form of advertising. People are more 
likely to listen to an MMS advert or message. The problem with SMS advertising is 
that people are cautious as they don‟t know who is actually sending the message or 
who is actually advertising the product. It is very non-responsive. But it also depends 
on the target market.” 
 
h) Methods of measuring online advertising efficacy 
As seen in previous statements from interview respondents, clients tend to expect 
closer monitoring on online advertising in terms of reach and effect. The interviews 
have also yielded methods in measuring online advertising efficacy. 
 
Respondent A stated: “There are various methods such as pay-per-click, using 
Google Analytics. The measurement of time and [internet] traffic sources as well as 
the contrast between paid and organic [internet] traffic.” 
 
Respondent C also acknowledges click-through measurement but does not feel that 
the number of clicks is an adequate representation of online advertising efficacy 
stating: “Clients like to monitor click-through rates. However, clicks should not be the 
[only] way to gauge online ad reach. People can see the ad without necessarily 
clicking on it. [Measurement] can become difficult. It‟s all about what your objectives 
are.” 
 
Respondent C also highlights click-through rates as the optimum method of online 
monitoring having stated: “Click-through rates, measuring the visibility of a banner 
ad, and page impressions. Click-through measurement is currently the best method, 
although there are other measuring tools available. Advertisers are able to work out 
cost per conversion meaning that we can measure how many people who saw an ad 
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and clicked on it and how many actually went on to make a purchase or filled in a 
form from there.” 
 
The same notion is emphasised by respondent E who stated: “Gauging is based 
very much on click-through rates and monitoring where the flow of [internet] traffic is 
coming from in terms of websites. You can monitor how many and from where the 
[internet] traffic is coming. Tools are available to monitor online efficacy and this can 
even be done without the use of an [advertising or marketing] agency.” 
 
i) Impacts of recession  
Results from the interviews indicate that the economic recession has had an impact 
on the South African advertising industry in terms of budget allocation. 
 
Respondent A felt that the recession prompted an increase in advertising although 
this was dependent on the size of the company. Respondent A stated: “If anything, 
people tended to advertise more. It basically depends on the size of the corporate. 
We would find that small to medium enterprises advertised more. Bigger companies 
who already have established brands could afford to advertise less and therefore 
spend less.” 
 
Respondent B held an antagonistic view stating: “In general the [South African 
advertising] industry did experience a slump, although advertising was still around. 
Smaller companies were probably hit the hardest, but the bigger companies did not 
really change too much.” 
 
Respondent C indicated that although there had been an impact, this prompted 
advertisers to be more creative with the budget allocated to them. Respondent C 
stated: “In terms of ad-spend the industry did experience a bit of a lull. Although 
advertising as such didn‟t really drop, more cost-effective ways to advertise were 
used. Clients give the same budget and want more dynamic ways to advertise. The 
question is how much do clients spend on certain media. The use of guerrilla 
[advertising and marketing] tactics is then seen.” 
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Respondent D reiterated the feelings of respondent B stating: The advertising and 
marketing budget is generally the first budgets to be cut [in a recession]. Clients tend 
to spend less although; by advertising they are still looking to get return on 
investment. The bigger companies will continue to spend money but generally luxury 
goods are the first to be cut down.” 
 
j) The future of South African online and mobile advertising  
It can be deduced from the results of the interviews that the South African 
advertising industry is increasingly regarding online and mobile advertising as an 
important part of the advertising process. In general the interviewees feel that the 
industry is making forward progress in terms of its online and mobile capabilities and 
offerings but at the same time there is a substantial chasm to close not only in terms 
of comparisons to international advertising industry standards, but also for online and 
mobile to get closer to traditional advertising in South Africa.  
 
Respondent A stated: “There is a definite move away from traditional to online 
[advertising]. A lot more small to medium enterprises are getting websites. This is for 
two reasons. One, In order for them to be competitive in the current market and two, 
the public has come to expect to find everything online and therefore websites are 
necessary.” 
 
Respondent B notes that traditional advertising still dominates not only as 
standalone media but also as a contributing factor to online and mobile advertising. 
Respondent B stated: “South Africa is still relatively new to digital [advertising] 
although we are moving towards taking the conventional space into the digital space 
and eventually making it as big. In terms of pure advertising, standing ads such as 
print still dominate. A flow towards digital is taking place but also a merger of spaces 
as you will always have traditional advertising. Although online advertising and 
marketing is considered to be new, in South Africa it takes a lot from conventional 
print advertising. We are seeing the use of digital vouchers which is a mimicry of a 
traditional print media concept. It is almost a direct translation from the one medium 
to the next. There is no real paradigm shift in this sense.”   
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Respondent C reiterates that although online advertising is growing, there are still 
many avenues to explore as well as not discounting traditional advertising. 
Respondent C stated: “One can do so much more online than on print [advertising] 
and in magazines. There is a huge online market, and there are still massive 
amounts of people who view websites every day. The industry is going to grow and 
we‟re already seeing that. There is still a long way to go to reach the level of 
traditional media. We need to start thinking of new ways to advertise online.”     
 
Respondent D stated: “[South African online and mobile advertising] is definitely 
getting stronger. The South African industry is growing intellectually. Analytics 
already plays a prominent role in gauging return on investment.” 
 
Respondent E sees the future of the industry more centred towards mobile 
advertising stating: “Online advertising is definitely growing and is spreading to social 
media and other avenues of online media. It is all about how many people we are 
reaching. Specialised content needs to be made available for WAP, mobile and 
desktop computers. A big push should go towards mobile as it is readily available [in 
South Africa].” 
 
4.4 Identification of major themes 
 
a) Clients’ reluctance to spend on online and mobile advertising  
From the responses from the interviewees it can be deduced that South African 
clients are reluctant to spend significantly on online and mobile advertising. This can 
be attributed to a number of influencing factors.  
 Target markets not suited to online and mobile advertising 
 Market research indicating penetration levels not warranting significant  
spending on online and mobile 
 Clients fear spending in a relatively new and untested platform 
 Over-reliance on traditional media 
 Clients view online and mobile as an add-on to traditional advertising  
 Lack of digital knowledge from clients 
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Advertisers are therefore limited by budget constraints as to how innovative they can 
be on the online and mobile platforms. In saying this, clients ultimately decide where 
and how they want to advertise. 
 
Online and mobile advertising is still seen as an add-on to traditional advertising and 
the full potential of the medium is not realised as a result of this reluctance to spend 
in this medium or build campaigns specifically designed to fit the online and mobile 
mediums.  
 
b) Ad-spend on traditional media continues to dominate even though ad-
spend on online and mobile advertising is on the increase 
The ad-spend on online and mobile advertising has shown an increase as the 
technology becomes more widespread and more commonly available in South 
Africa. The medium is available and opportunities for advertising and marketing is 
readily available and as more companies and advertising agencies utilise the 
medium, more investment by clients could be seen in the online sector.  
 
Advertisers and marketers realise the increasing importance of the online and mobile 
spheres in the advertising and marketing opportunities it presents to clients. 
Advertisers are therefore also noticing this increase in ad-spend although the 
increase is not as significant as it should be.  
 
Traditional advertising still dominates ad-spend from clients even though online 
advertising is relatively cheaper and the reach is potentially more extensive.  
 
c) Lack of knowledge and innovation from South African advertisers 
The findings indicate that South African advertisers and marketers are behind their 
international counterparts when it comes to technical and creative ability in the 
conception and execution of online advertising and marketing.  
 
Advertisers and marketers within the South African industry generally accept that 
there is much room for innovation and new ideas specifically on the online and 
mobile platforms. Many prominent examples of online advertising and marketing 
have surfaced from countries such as the United States and the United Kingdom, 
59 
 
utilising the online environment including social networks to create innovative 
concepts. The South African online advertising landscape does not currently equate 
to the same level of innovation and creativity. 
 
It can be argued that the creative talent is available in South Africa but due to 
influencing factors such as the aforementioned reluctance from clients to spend 
significantly more on online and mobile as well as the relatively low internet 
penetration in South Africa, the full potential of the South African online advertising 
talent cannot be fulfilled at this stage in the development of the advertising industry.   
 
d) Online advertising in South Africa lends from traditional methods 
The interview findings indicate that although the online sphere is used for advertising 
in South Africa using the various methods that online offers, it currently employs 
many of the traditional advertising principles seen in print advertising. This points to 
a lack of innovation or possibly a reluctance to push the boundaries of the online 
environment for advertising and marketing purposes. 
 
 
III. Survey  
 
4.3.2 Advertising survey responses  
 
a) Overview of results 
The electronic survey was sent via email to participants who qualified for the study. 
Participation in the study was completely voluntary and therefore participants were 
under no obligation to attempt the survey or to complete it. The total number of 
participants who attempted the survey was 27 with 21 of them fully completing the 
survey. 
 
With regards to online advertising, 95.24% (20 of 21) have been directly involved 
with the conceptualisation of online advertising while only 61.9% (13 of 21) have 
been similarly involved with mobile advertising. 
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The vast majority of the respondents are in favour of online and mobile advertising, 
viewing it as an essential part of the advertising landscape. The majority of the 
respondents also feel that online and mobile technology has had a significant impact 
on traditional forms of advertising such as print, television and radio in terms of ad-
spend.   
 
b) Analysis of results 
 
i. Online advertising significance 
 
The results from the survey overwhelmingly indicate that advertisers feel that the 
online environment and online advertising is an essential part of advertising in 
general as well as the future of advertising in South Africa.  
 
The survey findings indicate that 47.62% (10 of 21) of respondents feel that it is 
absolutely necessary for brands to make use of the online advertising platform while 
42.86% (9 of 21) strongly agreed and only 4.76% (1 of 21) disagreed and strongly 
disagreed.  
 
 A further 52.38% (11 of 21) of respondents strongly agree that online advertising is 
an effective advertising and marketing tool while 47.62% (10 of 21) agreed. None of 
the respondents disagreed on this point. 
 
The fact that such an overwhelming majority indicated favourably towards online 
advertising suggests that South African advertising professionals already 
acknowledge the strong advertising potential of the medium. This suggestion is 
reiterated in the way in which advertisers view online advertising in relation to 
traditional advertising methods in terms of efficacy. 
 
The findings indicate that 47.62% (10 of 21) of respondents agreed that online 
advertising can be more effective than traditional advertising while 19.05% (4 of 21) 
strongly agreed. 28.57% (6 of 21) were undecided while 4.76% (1 of 21) disagreed.  
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From the statistics and findings, online advertising is predominantly perceived as 
positive and influential in terms of the South African advertising industry. Advertisers 
are not unaware of what can be achieved by the optimum utilisation of the medium.  
 
ii. Mobile advertising significance 
 
The survey results point to a similar set of indicators in the case of mobile 
advertising. The aforementioned statistics also incorporate advertisers‟ opinions 
towards mobile advertising in the South African advertising industry.  
 
Sixty one point nine percent (13 of 21) of respondents agree that mobile advertising 
is a vital component in creating brand reach while 28.57% (6 of 21) strongly agree. 
Only 4.76% (1 of 21) disagree and a further 4.76% (1 of 21) are undecided. 
 
This majority highlights the shifting mindset of South African advertising 
professionals and suggests a shift in the thought processes of the South African 
advertising industry as a whole. 
 
The survey findings indicate that 47.62% (10 of 21) of respondents feel that it is 
absolutely necessary for brands to make use of mobile advertising platforms while 
42.86% (9 of 21) strongly agreed and only 4.76% (1 of 21) disagreed and strongly 
disagreed.  
 
South African advertising professionals appear to acknowledge the significance of 
the mobile medium for advertising as well as the potential for success should this 
medium be effectively utilised. The majority of the respondents also indicate that the 
mobile platform is indeed effective when used as an advertising and marketing tool.  
 
With regards to the efficacy of mobile advertising as a marketing tool, 52.38% (11 of 
21) of respondents strongly agree that mobile advertising is an effective advertising 
and marketing tool while 47.62% (10 of 21) agreed. None of the respondents 
disagreed on this point. 
 
It should be noted that even with the stronghold enjoyed by traditional advertising 
methods in South Africa, advertisers are not oblivious to the potential of the medium. 
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This notion is highlighted in the way that advertisers equate the mobile platform‟s 
efficacy with that of traditional advertising methods.   
 
In relation to traditional advertising, 47.62% (10 of 21) of respondents agreed that 
mobile advertising can be more effective than traditional advertising while 19.05% (4 
of 21) strongly agreed. 28.57% (6 of 21) were undecided while 4.76% (1 of 21) 
disagreed.  
 
The importance of the mobile platform as an advertising and marketing tool in South 
Africa therefore does not go unnoticed by professionals within the industry. The 
findings yield a suggestion that the mobile platform is one of the most important in 
terms of efficacy. A significant reason therefore is possibly the level of mobile 
penetration in South Africa. The effective use of the medium as a viable advertising 
and marketing tool depends on adaptation and market research by advertisers as in 
mobile devices; advertisers have a direct link to their respective target audiences. 
The challenge therefore is to devise methods of effectively harnessing this potential 
to the benefit of the client and their needs.  
 
It should be noted that certain areas of mobile advertising, such as mobile app 
advertising and advertising via mobi-sites (WAP), make use of the internet and 
online platforms. This is discussed in more detail in chapter 2.  
 
iii. Ad-spend 
 
One of the most definitive aspects of the findings deals with ad-spend and how the 
online and mobile spheres have impacted this practise in the South African 
advertising context. The findings indicate that there is a general consensus that 
online and mobile advertising has indeed impacted on clients‟ ad-spend on 
traditional advertising such as print, television and radio.  
 
In this regard, 61.90% (13 of 21) of respondents agree that ad-spend on online and 
mobile advertising by companies has shown a greater increase as compared to that 
of traditional forms of advertising such as television, radio and print while 4.76% (1 of 
21) strongly agreed. 19.05% (4 of 21) disagreed and 14.29% (3 of 21) were 
undecided. 
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The findings thus indicate that there is an inclination for clients to spend more on 
online and mobile advertising avenues than they have previously. When analysing 
the perceived importance that advertisers currently place on online and mobile 
advertising, this increase in ad-spend is justified. Further increases on online and 
mobile ad-spend could lead to potentially more effective online and mobile 
advertising practises. 
 
iv. Recessional impacts 
 
The economic recession might have impacted on the operations of various industries 
in terms of the financial implications as a result thereof. According to the survey 
results, the South African advertising industry also experienced a change during the 
recession. 
 
Thirty eight point one percent (8 of 21) agreed that the global economic recession 
made a significant impact on the South African advertising industry in terms of ad-
spend while 28.57% (6 of 21) strongly agreed. 19.05% (4 of 21) disagreed and a 
further 14.29% (3 of 21) remained undecided. 
 
Although advertisers recognised that the economic recession did indeed have an 
impact on the South African advertising industry, 52.38% (11 of 21) agreed that the 
South African advertising industry continued to prosper despite the global economic 
recession while 14.29% (3 of 21) strongly agreed. Only 9.52% (2 of 21) disagreed 
while a further 28.31% (5 of 21) remained undecided. 
 
The findings therefore indicate that although in financial terms the economic 
recession impacted upon the South African advertising industry, advertising activity 
and spending on advertising continued as it was not apparent that advertising 
frequency began to wane during the recession period.  
 
4.5 Correlation of interview findings with survey findings 
 
Results from the semi-structured interviews and survey highlight the perceived 
importance of online and mobile advertising not only as a medium for advertising but 
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also in relation to its standing with traditional advertising. The qualitative data from 
the interview respondents equated with the quantitative data from the electronic 
survey correlate in terms of the general opinions of advertisers and marketers with 
specific regards to online and mobile advertising in South Africa.  
 
South African advertisers and marketers are aware of the potential and significance 
of the online and mobile advertising sphere and acknowledge that it is being 
underutilised by both advertising professionals and clients in South Africa.  
 
Advertisers agree that the growth of online and mobile technology has had an impact 
on the level of ad-spend previously seen on traditional advertising mediums although 
traditional advertising continues to dominate ad-spend from clients. There is still 
however reluctance from clients to allocate larger sections of advertising and 
marketing budgets towards online and mobile advertising.  
 
Advertising professionals also noted that advertising continued to thrive during the 
recession although there had been an impact financially. This demonstrates not only 
the staying power of advertising, but also the level of importance that businesses 
place on advertising by them continuing to allocate budgets towards advertising.  
 
4.6 Conclusion 
 
The findings from both the semi-structured interviews and electronic survey yield a 
generally positive perception of online and mobile advertising from South African 
advertising professionals.  
 
The most significant revelation with regards to the findings is that advertisers are 
readily recognising the significance of the online and mobile mediums within the 
broader context of the South African advertising industry and the potential effects 
thereof. What has come to the fore is that although this significance is acknowledged 
by advertising professionals, the online and mobile mediums are underutilised for 
varying reasons, none of which refer to negative aspects thereof, but rather, 
hesitance or reluctance from advertisers, clients or both. 
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The following chapter presents an analysis of the study highlighting the significance 
of the findings and the possible implications on the South African advertising 
industry.   
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CHAPTER 5:  SUMMARY, RECOMMENDATIONS AND CONCLUSION 
 
5.1 Introduction 
This chapter provides an overview of the research findings also delving into the 
limitations encountered during the study. The primary conclusions deduced from the 
findings along with recommendations based on the conclusions are included in this 
chapter. It is duly noted that due to the progressive nature of internet and mobile 
technologies, this study only represents a sectional portion of the field of online and 
mobile advertising, therefore recommendations for further study in the field of online 
and mobile advertising is presented in this chapter.  
 
5.2 Limitations encountered during the study 
Limitations encountered during the study related to obtaining responses for both the 
semi-structured interviews and voluntary online survey.  
 Interview respondents were randomly selected by means of identifying and 
telephonically contacting various South African advertising agencies. The 
relatively low number of respondents was due to advertising professionals 
who were approached declining to participate in the study. As the interviews 
provided qualitative data by means of the researcher probing for in-depth 
information, the data collected and the interviewed parties being based in 
various parts of South Africa, although similar in nature, the data from each 
respondent added unique value to the study. 
 Due to the survey responses being voluntary with the survey link being sent 
via email to potential respondents, it was not guaranteed that all recipients 
would complete the survey. The survey represented a quantitative output 
based on the data from the semi-structured interviews, the data served to 
supplement the qualitative data. 
 As the interview respondents are employed in various regions of South Africa 
and represent a cross-sectional sector of the South African advertising 
market, individual views may have been influenced by trends in their 
respective industries in their respective regions.      
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5.3 Summary of research 
The study aimed to provide insights into the field of online and mobile advertising 
within the South African context. With the online environment becoming increasingly 
more commonplace internationally, the growth of the subsequent technologies has 
provided a gateway for online and mobile advertising to flourish in South Africa.  
 
This study investigated the trends emerging from advertisers as well as clients in 
their utilisation and opinions of online and mobile advertising in South Africa. Insights 
into the online and mobile advertising landscape is provided in order to gain a more 
thorough understanding on the current climate of the South African advertising 
industry and what advertising professionals and clients should consider when 
planning advertising and marketing campaigns. 
 
The following objectives where set as a framework from whence to guide the study in 
terms of achieving the desired outcomes.   
 
 To identify South African mobile and online advertising trends  
 To determine which medium is showing the fastest growth / fastest decline in 
terms of ad-spend and the reasons thereof. 
 
The study made use of both qualitative and quantitative measures in order to fulfil 
these research objectives. Semi-structured telephonic interviews with South African 
advertising professionals were used to obtain the qualitative data and a voluntary 
electronic survey sent to South African advertising professionals was used to obtain 
the quantitative data for the study. Ultimately, the survey data was used to 
supplement the data obtained from the semi-structured interviews.   
 
5.4  Significance of findings 
 
 South African advertising professionals recognising the importance of online 
and mobile advertising  
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From the findings it is evident that South African advertising professionals recognise 
the significance of online and mobile advertising in the South African advertising 
landscape. This realisation by advertising professionals indicates that the perceived 
lack of online and mobile advertising in South Africa comes down to a varied number 
of reasons. The question arises that if advertisers realise the importance of the 
mediums in question, why is the South African advertising climate not readily 
accustomed to online and mobile advertising. With advertising being paid for, the 
party that pays for the advertising has a significant stake in the execution of 
advertising. The ad-spend by clients plays a significant role in the type of advertising 
being used. 
 
 Clients reluctant to spend significant amounts on online and mobile 
advertising 
 
For clients, advertising is based on sales objectives. Therefore the capital that clients 
invest in advertising is expected to create return on investment. The tried and tested 
advertising methods have previously yielded positive results in terms of what clients 
have expected therefore it can be assumed that they opt to continue spending 
substantial amounts of their advertising budgets on traditional forms of advertising. 
As such, with the lack of online advertising in South Africa, clients view online and 
mobile advertising as an add-on to traditional advertising and not as a strong 
advertising or marketing tool on its own. This could be a possible reason for clients 
not willing to spend substantial amounts of their advertising budgets on online and 
mobile advertising.  
 
A lack of innovation or fear of the unknown could stand as possible reasons for 
clients not spending enough on digital advertising. This, along with the objectives 
and target markets influencing the direction in which advertising budgets are spent 
could also be a contributing factor to the lack of investment in online and mobile 
advertising by South African clients.  
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 Lack of knowledge from both advertisers and clients 
 
The digital advertising sphere is one that is relatively new to many advertisers in 
South Africa and with the enabling technology continually developing and changing, 
advertising professionals have had to adapt their methods and subsequently their 
thought processes. The research findings indicate that with the small amounts of 
digital advertising in South Africa, it can be assumed that there is space for the 
industry to grow as well as a knowledge gap from both advertisers and clients. A lack 
of technical skills can hamper the development of digital advertising and could also 
lead to a lack of confidence in the medium by clients thus leading them away from 
investing significantly in digital advertising. This notion was previously highlighted in 
relation to clients being reluctant to spend significantly on digital advertising.  
 
A lack of knowledge can lead to apprehension from both clients and advertisers, 
therefore essentially forcing them to once again take the safer option and use what 
has worked previously without attempting to break new ground. 
   
 Digital advertising, although important to the industry, needs to work in 
conjunction with traditional advertising methods 
 
The findings indicate that although digital advertising is on the rise in South Africa, 
the advertising industry as a whole is still dominated by traditional advertising 
methods. In order for digital advertising to truly flourish in the South African 
advertising landscape, advertising professionals need to tie it in with traditional 
methods. This could also ease the tension or apprehension on the part of clients to 
introduce more digital methods into their campaigns.  
 
As a standalone entity, digital advertising is not yet at a level that clients feel 
comfortable with basing entire campaigns on. Therefore an integration of the digital 
and traditional could in theory be the catalyst for further development of digital 
advertising in the South African advertising landscape.  
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 Current examples of South African online advertising mirrors that of traditional 
advertising methods predominantly print advertising 
 
The findings indicate that current digital advertising mimics tactics used in traditional 
advertising, predominantly print advertising. This ties in with the aforementioned 
notion of digital advertising working in conjunction with traditional advertising in 
South Africa. It should be noted however, that the digital landscape should attempt to 
forge its own niche by advertisers making a concerted effort to separate digital and 
traditional methods.  
 
 South Africa is not yet on par with international counterparts although the 
industry is improving 
 
This notion, although indicated by the research findings, is not an unknown one as 
South African advertising professionals readily acknowledge the difference in 
international digital advertising. As the technology develops in South Africa, the 
industry will be able to increase its technical capability with the major stumbling block 
then becoming the technical and creative skills of advertisers as previously 
highlighted in this section.  
 
The findings also indicate that South African advertisers understand their target 
markets and select the appropriate medium based on market research and 
objectives set out by the clients. It is imperative in this case, that advertisers do not 
attempt to force the medium onto target markets, but rather utilise the most feasible 
option available to them. 
 
The international advertising markets may be more suited to digital advertising than 
the South African one, as highlighted by the level of penetration in South Africa 
together with the relatively slow development of internet technologies and the cost of 
data. These factors as highlighted in the research findings all have a contributing 
factor to the further development of digital advertising in South Africa.  
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5.5 Research conclusions and recommendations 
The literature review compiled for this study serves as a basis from whence the 
study commences. The literature review along with the semi-structured interviews 
and electronic survey juxtaposes the South African advertising industry with the 
American advertising industry, with the literature review predominantly highlighting 
the development of the American industry. 
 
The research instruments namely, the semi-structured interviews and electronic 
survey served to obtain both qualitative and quantitative results generally based 
upon the same subject matter. Correlations between the two sets of data were drawn 
in order to establish trends in the South African advertising industry in terms of its 
use of online and mobile advertising methods. The findings are thus reviewed for the 
purpose of providing insight to South African advertisers and marketers that could 
assist in their application of online and mobile advertising to future campaigns. 
Recommendations have been made from the correlations of the data. These 
recommendations are discussed below:  
 
5.5.1 Recommendations 
 Advertising professionals should educate clients on the possibilities of online 
and mobile advertising as a standalone advertising entity. 
 
As clients in South Africa are generally unwilling to allocate the same level of budget 
towards online and mobile advertising, as professionals in the industry, advertisers 
should educate clients on the benefits and possibilities associated with online and 
mobile advertising. This is especially prevalent during a time when clients want to 
distinguish their brand or product from their competitors. 
 
Clients should be made aware of the potential of the online and mobile advertising 
medium in South Africa and in what ways the medium can benefit them and their 
brand. This could lead to more clients seeing online and mobile advertising as a 
realistic possibility even for brands that might not have previously seen the medium 
as a viable possibility. 
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 Advertising professionals should communicate online measurement and direct 
measurement on return on investment to clients.  
 
With clients wanting to see return on investment, the ability to gauge online reach in 
real-time should be clearly communicated to clients who can then justify increases in 
online ad-spend on future campaigns. The level of ad-spend on online and mobile 
could be a determining factor towards the accelerated growth of the medium to it 
becoming a mainstream option for clients. 
 
One of the attractions of online and mobile advertising is the ability to monitor the 
progress of a campaign extensively due to real-time analytics. The statistical value of 
online and mobile advertising could be a determining factor in persuading clients to 
maximise their online and mobile advertising output for optimal results.  
 
 Advertising agencies should incorporate online and mobile advertising in their 
basic advertising strategy and adjust according to the client‟s needs. 
 
Advertising agencies should place the same level of importance on online and 
mobile advertising as they do for traditional advertising. Online and mobile 
advertising should not only be seen as an add-on to traditional advertising but as a 
prominent standalone medium that can also be incorporated into full campaigns 
utilising digital and traditional advertising components. This should be part of the 
agency‟s strategy and be clearly communicated to clients. Online and mobile 
advertising should be able to flourish without the complementation of traditional 
advertising methods. This should be used to demonstrate the efficacy of the digital 
medium to clients.  
 
 Advertising professionals should consider the possibility of implementing fully 
inclusive online and mobile advertising campaigns utilising the online methods 
at their disposal as well as incorporating social networking and mobile 
elements for total digital convergence. 
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Advertisers should move the online advertising sphere to a completely independent 
digital reform, thus moving away from traditional print and broadcast advertising 
principles and allow for greater innovation. The growth of online and mobile 
advertising as a standalone advertising medium could be stifled due to the 
implementation of the medium executed in the same manner as that of traditional 
advertising mediums.  
 
 Advertising agencies should consider employing in-house information 
technology professionals to form part of the creative team specifically for 
online and mobile advertising. 
 
The use of an in-house information technology professional could allow for a 
smoother creative process as personnel with the necessary technical skills to 
execute innovative online ideas can work closely with account executives as part of 
the creative team. This could not only limit digital outsourcing, but also serve to 
expand and diversify the creative offerings of the company. 
  
 South African advertising agencies should draw on international examples of 
online advertising. 
 
With the general feeling that the South African online advertising environment trails 
behind international counterparts, industry professionals should draw on successful 
and innovative methods previously created by international agencies and search for 
possibilities to apply the principles to the South African market. As indicated by the 
research, the South African digital landscape differs substantially from its 
international counterparts. Successful international examples of online and mobile 
advertising should only be used as a reference from whence South African 
advertisers can determine which methods could be successful in South Africa and 
how to develop new methods that could potentially be successful in South Africa.  
 
 South African advertisers should seek to use the South African demographic 
to their advantage in terms of the implementation of digital advertising. 
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The South African digital landscape lends itself to specialised digital advertising 
campaigns particularly via mobile advertising. If successful methods to maximise 
advertising reach in South Africa are developed and implemented, a blueprint for 
future digital advertising development can be developed.    
 
5.6 Opportunities for further research 
 
This study touches on a small section within the broader context of the advertising 
industry concerning online and mobile advertising. This study aims to provide insight 
into the current level of online and mobile advertising in South Africa, enabling 
advertising professionals to consider leveraging the medium in such a way that 
clients see a future need for frequent and extensive online and mobile advertising. 
As the enabling technology as well as the technical and creative abilities of 
advertising professionals continues to develop, the scope for future research is vast.  
 
This study does not however touch upon detailed financial reporting related to 
advertising expenditure. This is an avenue where research would be beneficial to 
both advertising professionals and clients. This study combines the views of 
advertising professionals on online and mobile advertising. Although this study 
indicates that the two mediums are underutilised in South Africa, research on online 
and mobile advertising as separate entities should be conducted in order for further 
clarity on the optimal use of each respective medium. Similar studies have been 
conducted in the USA. As such, further research may include but is not limited to: 
 
 An analysis of South African online advertising campaigns. 
 A detailed analysis of the financial breakdown of ad-spend on South African 
advertising mediums 
 A study on the broad spectrum efficacy of mobile advertising in South Africa 
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5.7 Conclusion of study 
 
This study has explored an area of the previously established advertising industry in 
which a distinctive knowledge and experience gap has emerged. Concurrently, this 
is an area with enormous potential for advertisers to tap into and can become a 
prevalent fixture within the South African advertising industry. Advertisers should use 
the opportunity to establish a foothold in the industry and get the South African 
industry on par or closer to what international advertisers have achieved. The 
perceived lack of knowledge and understanding on the online and mobile 
environment by advertisers and clients, together with the relatively slow progress of 
the technology, are influencing factors as to why the industry is not yet at the level it 
could be. This is an issue that advertisers and marketers need to take into account.  
 
The growth of online and mobile advertising could be the catalyst to drive the South 
African advertising industry beyond what was previously thought capable by 
professionals in South Africa. The successful move in this direction therefore 
depends on collaborations between clients, advertisers and the optimal use of the 
available technologies.  It has been established though that online and mobile 
advertising are now equally as important as traditional advertising methods. 
 
All things considered, the understanding of the South African market segment 
together with their respective target markets, ultimately informs which mediums will 
be prevalent. The digital landscape needs to be incorporated into what has been 
previously explored in terms of capability not only for development as an industry but 
future financial success as a result thereof. 
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Addendum B1: Semi-Structured Interview design – Advertising professionals 
 
 
 With the current level of internet and mobile penetration in South Africa, do 
you feel that advertising has moved more prominently in this direction? 
 
 In your experience do you feel that clients can afford to neglect online and 
mobile advertising in the current business climate? 
 
 As a professional in the advertising industry would you say that online and 
mobile advertising is on the same level of importance as that of traditional 
forms of advertising such as television, radio and print? 
 
 How do you feel the South African online advertising climate compares to 
international examples in the United States and the United Kingdom in terms 
of online and mobile advertising? 
 
 With mobile penetration in South Africa far outweighing that of internet 
penetration, which medium do you feel is more prominent for advertising in 
South Africa? 
 
 Has mobile and online advertising had an impact in terms of ad-spend on 
traditional forms of advertising such as television, radio and print? 
 
 How would you as an advertising professional gauge the efficacy of mobile 
and online advertising? 
 
 With the growth of internet and mobile penetration in South Africa, have you 
noticed an increase or decrease in ad-spend on mobile and online 
advertising? 
 
 What role does social networking play with regards to online advertising? 
 
 With regards to mobile advertising, which method do you feel is currently the 
most effective and the reasons therefore ie. SMS (Please Call Me) / WAP / 
Mobile Applications? 
 
 Which medium of advertising currently generates the biggest ad-spend in 
South Africa? 
 
 Did the global economic recession have an impact on the South African 
advertising industry and if so how was the industry affected?  
 
 Where do you see the South African online advertising landscape moving 
towards in terms of improvement and development especially in the online 
and mobile mediums? 
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Addendum B2: Survey design – Electronic Survey – Advertising professionals 
 
 
 
 
 
 
 
 
 
 
 
 
 
Advertising agency employee survey questionnaire 2011 
Please answer the following questions by ticking (X)   
    1 to 5 6 to 10 11 to 15  16 to 20 20 + 
1 
How many years have you been 
working in the advertising 
industry?    
    Yes No 
2 
Have you been directly involved 
with the creation of online 
advertising?     
3 
Have you been directly involved 
with the creation of mobile 
advertising?     
    
Strongly 
agree Agree Uncertain  Disagree 
Strongly 
disagree 
4 
Mobile advertising is a vital 
component in creating brand 
reach           
5 
It is absolutely necessary for 
brands to make use of the online 
and mobile advertising platforms.           
6 
Mobile and online advertising is 
an effective advertising and 
marketing tool.           
7 
Mobile and online advertising can 
be more effective than traditional 
forms of advertising such as 
television, radio or print.           
8 
Ad-spend on online and mobile 
advertising by companies has 
shown a greater increase as 
compared to that of traditional 
forms of advertising such as 
television, radio and print.            
9 
The global economic recession 
made a significant impact on the 
South African advertising industry 
in terms of ad-spend.           
10 
The advertising industry 
continued to prosper despite the 
global economic recession.            
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Addendum C: Advertising Survey response results and breakdown 
 
   Advertising agency employee survey questionnaire 2011 
     1. How many years have you been working in the advertising 
industry?  
% of 
 Respondents  
Number of 
Respondents  
1 - 5 
 
 
66.67% 14 
6 - 10 
 
 
23.81% 5 
11 - 15 
 
 
9.52% 2 
16 - 20 
 
 
0.00% 0 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     2. Have you been directly involved with the 
creation/conceptualisation of online advertising?  
% of 
 Respondents  
Number of 
Respondents  
Yes 
 
 
95.24% 20 
No 
 
 
4.76% 1 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     3. Have you been directly involved with the 
creation/conceptualisation of mobile advertising?  
% of 
 Respondents  
Number of 
Respondents  
Yes 
 
 
61.90% 13 
No 
 
 
38.10% 8 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     4. Mobile advertising is a vital component in creating brand reach  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
0.00% 0 
Disagree 
 
 
4.76% 1 
Undecided 
 
 
4.76% 1 
Agree 
 
 
61.90% 13 
Strongly Agree 
 
 
28.57% 6 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
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     5. It is absolutely necessary for brands to make use of the online 
and mobile advertising platforms.  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
4.76% 1 
Disagree 
 
 
4.76% 1 
Undecided 
 
 
0.00% 0 
Agree 
 
 
47.62% 10 
Strongly Agree 
 
 
42.86% 9 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     6. Mobile and online advertising is an effective advertising and 
marketing tool.  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
0.00% 0 
Disagree 
 
 
0.00% 0 
Undecided 
 
 
0.00% 0 
Agree 
 
 
47.62% 10 
Strongly Agree 
 
 
52.38% 11 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     7. Mobile and online advertising can be more effective than 
traditional forms of advertising such as television, radio or print.  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
0.00% 0 
Disagree 
 
 
4.76% 1 
Undecided 
 
 
28.57% 6 
Agree 
 
 
47.62% 10 
Strongly Agree 
 
 
19.05% 4 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
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     8. Ad-spend on online and mobile advertising by companies has 
shown a greater increase as compared to that of traditional forms of 
advertising such as television, radio and print.  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
0.00% 0 
Disagree 
 
 
19.05% 4 
Undecided 
 
 
14.29% 3 
Agree 
 
 
61.90% 13 
Strongly Agree 
 
 
4.76% 1 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     9. The global economic recession made a significant impact on 
the South African advertising industry in terms of ad-spend.  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
0.00% 0 
Disagree 
 
 
19.05% 4 
Undecided 
 
 
14.29% 3 
Agree 
 
 
38.10% 8 
Strongly Agree 
 
 
28.57% 6 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
 
     10. The advertising industry continued to prosper despite the 
global economic recession.  
% of 
 Respondents  
Number of 
Respondents  
Strongly Disagree 
 
 
0.00% 0 
Disagree 
 
 
9.52% 2 
Undecided 
 
 
23.81% 5 
Agree 
 
 
52.38% 11 
Strongly Agree 
 
 
14.29% 3 
 
Number of respondents 21 
Number of respondents who skipped this question 6 
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Addendum D:  Illustrated Timeline 
Source: Mashable.com 
